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NO CHURCHES can be built today. Yet a com- 
prehensive study of church design and equipment 
(with special attention to the “church of tomor- 
row’) appears in March ARCHITECTURAL RECORD. 
How come? Because RECORD editors know, thanks 
to F. W. Dodge field reporters, that no less than 
428 churches are in the planning stage right now. 
Projects that will cost $33,000,000—and set to go 
with V-Day. 

Here again is a timely example of the RECORD’s 
consistent ability to serve its readers in terms of 
the work they are doing . . . because only the 
RECORD has the Dodge facilities for finding out 
what architects and engineers actually are work- 
ing on... today and every day. 


FOR TODAY AND TOMORROW 
necessarily go hand in hand in the 
RECORD’s editorial pages. Current con- 
struction activity is well reflected, for 
example, in war-geared articles like the 
story, also appearing in March, on 
RCA’s new laboratory. 





WHY TALK 


ABOUT CHURCHES NOW? 


YOUR ADDING MACHINE will have to work 
overtime to keep up with what’s happening in 
your building market. Look at it the way the 
RECORD sees it, and serves it... a 3-layer market 
... War Building, V-Day Building, and the Post- 
War. Statistically they'll startle you. 


January construction contracts this 
year, for instance, topped 1942’s Janu- 
ary — $350,661,000 as against $316,- 
846,000. V-Day projects as reported by 
Dodge through the close of last year 
totalled 14,500—to cost $3,335,000,000. As for ul- 
timate Post-War building—write your own ticket! 


This architect-engineer activity, and the RECORD’s 
coverage of that activity, may give you a clue as to 
why the RECORD rolled up a 1214% gain in Janu- 
ary advertising volume. .. the only gain recorded 
in the field. We'll be glad to send you all the facts. 
Write . . . ARCHITECTURAL RECORD, F. W. Dodge 
Corp., 119 W. 40th St., New York, N. Y. 













Edi 










Reaching architect- engineers now active in 
@ three-layer building market — Current. 
Construction, V-Day and Post-War... 
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EXT MONTE 


‘Practical Planning Pays Premiums,” by 
ncis Jurascheck, manager commercial research, 
megie-Illinois Steel Corporation. Here is a 
ested outline for organizing and launching 
stigational effort to gather facts on which 
base postwar plans. This is pracical and 
nhc 














A Business in Which Buying Is as Much a 
for Advertising as Is Selling,” by R. E 
rel, sales promotion manager, Equipment Cor- 
tion of America. This is a revealing story 
it the rebuilt construction equipment busi 
ind how advertising plays an important part 
oth the buying and selling phases 


Building for Tomorrow by Selling to a War 
ket,’ by J. E. Reed, advertising manager, 
H. B. Smith Company, Inc. Concentrating 


those items in its line which fit the war 


rket, this manufacturer of industrial heating 

pment is building solidly with the buying 
tomorrow 

“Effective Use of Key Salesmen in Wartime,” 

K. B. Keefer, Automatic Electric Company 

é gestions for utilizing the sales force 


est advantage when their regular services 
disorganized by war 


lished monthly, except October, semi-monthly, 
dvertising Publications, Inc., at 100 E. Ohio St., 
go, U.S.A. Telephone Delaware 1337. New 
Offices: 330 W. Forty-Second St. Telephone: 
~6432. San Francisco, Russ Bldg.; Los Angeles, 
ld Bldg. Single copies, 20 cents, except 
bber 25th issue, which is not sold separately. 
icription, U. S. and Canada, $2.00 per year. 
ign subscription, $2.50 a year. Entered as sec- 
cless matter December 22, 1936, at the post- 


YY Chicago, Illinois, under the Act of March 
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"Dve got to read along way to find the im. ; 


portant dope.” 


“This is a terrible hodgepodge. If there’s a 


central theme, it is well bidden! I'd pass right 
over this.” 

"Well, there’s nothing bere. It’s just one of 
those things...something to be passed over.” 


"This ad starts off in the right direction but 
it doesn’t go far enough.” 

"The drawing bere is childish and certainly 
could bave been left out.” 

"This ad got me excited at the beginning — 
then left me in mid-air, Why didn’t they 
finish the job with. plenty of detailed in- 
formation?” 











"This type of advertising make 
the reading of ELECTRICAL WOR 
most worthwhile.” 


says L. C. PETERMAN, Chief Electrical Engineer, Ford, 
Bacon and Davis, Inc., Engineers, New York, New 
York . . . GUEST REVIEWER of the Advertising in 
Electrical World, Feb. 6, 1943. 


No. 28 OF A_ SERIES 


@ Mr. Peterman had just finished reading a particularly inforg 
tive advertisement which presented the solution to one of his wi 
time problems. 


“This is exactly what we want. . . plenty of factual timely 4 
formation. This type of advertising makes the reading of Electrij 
World most worthwhile. Advertisers should realize that we hg 
problems to solve now. We want to know something abou 
product’s construction, its operating characteristics, mma 
data from actual installations, recommended application, whet 
it is available, and any other data which will enable us to 


thoroughly familiar with the product.” 
Mr. Peterman shares with his many assistants the important 
sponsibility of design, layout and construction of complete electri 


systems for large industrial plants. He is a typical member of t 
special group of 2,000 and more readers of Electrical World w 


participate in large industrial-electrical work . . . electrical consy 
ing and construction engineers. In their hands frequently rests 
decision on type of installation and brand of equipment u 








That’s why Mr. Peterman places such importance on compl 
product information in today’s advertising. 


Mr. Peterman wasn’t reticent in placing the laurel wreath on 
serving ads. Look them over and note his comments. A compl 
summary of the data which Mr. Peterman wants to see in your 
vertising is listed here. Perhaps it may contain a valuable tip for y« 


We'll be glad to send you an assortment of previous reviews 
study. Write Electrical World, Market Research Department, ’ 
West 42nd Street, New York. 





Electrical World reaches the men 
make power — those who sell power 
men in “super-plants” who are 
sible for the use of power. Thus ¢ 
ing in Electrical World penetrates 
into the utility and spreads ov! 
over the electrical side of industry 
commerce. 
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You are in an airplane. You 


are on a mission and your course 
has been set. The country belou 
slides by. It is interesting and 
you study it, for a part of that 
landscape may fit some day into 
another assignment. But you 
keep on your course; you are on 
A mission, 





@ OTHERS may not need a mental 
compass to keep them on their ad- 
but we at Her- 
cules Powder Company find that the 
admonition of “stay on your course” 
is worthy advice, helpful individually 
and collectively in accomplishing our 


vertising courses, 


corporate assignments. 


This analogy between an airplane 
pilot and anyone of us in our group 





power 
are 

us ¢ 
ates 
put 
dustry 


1943 


working on advertising, sales pro- 
motion, public relations, or market 
research, is quite exact. We are on 
4 mission, continuously and _persist- 
ently. That mission is to extend in- 
formation about the company and 


its products and services wherever 


"Mr. Marvin was selected as the Indus- 
tri Advertising Man-of-the-Year for 
19 by The Copy Chasers. See IM, 

43, p. 91. 
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By THEODORE MARVIN 


Advertising Manager, Hercules 
Powder Company, Wilmington, Del. 


and whenever such knowledge will 
be helpful to industry. 

Right now the purpose of that 
mission is even more pointed, namely, 
to place data about our products be- 
fore all persons who can use them, 
or influence their use, in the war pro- 
There can be no other ad- 
vertising course to follow for by “‘tell- 


gram. 


ing all” about our chemical materials 
we can best help to “finish it quick- 
er.” In following this course, we 
and other similarly diversified chem- 
ical 
power of advertising to perform an 
important national service. 


companies are recognizing the 


There is no question of the neces- 
sity of doing this “tell all” job now. 
It is the nature of the chemical in- 
dustry to spawn offspring in a con- 
tinuous flow, simultaneously finding 
new uses for the produce of earlier 
years. These chemical industry sol- 
diers—for they are exactly that— 
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aMETING 


‘Stay on Your Course’ is the Thought 


Here’s the behind-the-scenes story of the advertising 
directed by the Industrial Advertising Man-of-the-Year* 


are all manner of kind. They are 
thousands in number with thousands 
of applications. They carry prior- 
ities from one end of the scale to the 
other. Some are in abundance while 
others are as scarce as a newly-found 
chemical element; and they are pos- 
sessed of almost unpredictable dy- 
namics, for changes in supply or in 
technology may occur overnight. But, 
whether they are old as the hills or 
recently sprung from the test tube, 
they all have one characteristic in 
common: Their chemical and physi- 
cal facts must be known if they are 
to be used fully and effectively. 


Factual Battalions 


Hence, advertising, to extend new 
facts to every long-time established 
industrial processor; and advertising 
to convey both old and new data to 
the thousands of reconverted manu- 
facturers who, for the first time, are 
dealing with chemicals and chem- 
ically-based products. That is an 
advertising course which will improve 
and speed the manufacture of war 
equipment and materiél equal to or 


19 














better than the enemy’s—and help to 
maintain the home front. 

For us, in the chemical business, 
this is a challenge that is not easily 
met. With research stations working 
three shifts to keep up with the de- 
mands of industry and government 
for better and newer processing mate- 
rials for wartime jobs, for substitutes 
to take the place of strategic mate- 
rials, and for substitutes to fill the 
shoes of exhausted substitutes, we have 
to hustle to keep up with the labo- 
There must not be 


ratory offensive. 


“too little, too late” in general in- 
formation and specific technical data 
to fit these chemicals for their war 
time duties. 

This, then, is the 


wartime miussion 


of Hercules advertising, albeit our 
work has been referred to as postwar 


The 


advertising we now are employing is 


in certain instances. type of 


tashioned to see us through “x” num- 


ber of war years into postwar. But 


its purpose is not postwar. It is true 


that a great many of our processing 


chemicals, now being advertised for 


war services, do have postwar appli- 


cations——uses which will swing al- 


most immediately into peacetime prod- 
uct employment. But our campaigns’ 
password is “on with the war”; the 


copy themes are factual, and the 


backdrops either martial or civilian 
necessity. Incidentally, in all of our 
copy we endeavor to make no claims 
to winning the war or even a single 
skirmish. May wv 


continue to stay 
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The chemical processing industry is kept fully informed about all new Hercules developments and new applications of older items through a series ¢ 
color, four-page inserts which have been appearing regularly in the chemical publications for the past five years. It's an informational, educational) 


on that course! 


Fortunately for us, we don’t have 


to worry about postwar timing of 


our advertisements. A tough, pro- 


tecting finish on an airplane is a 


good testimonial for a tough, pro- 


tecting finish on a truck. A trans- 


parent window in a bomber speaks 


well for its service elsewhere ad 


infinitum. A smooth concrete run- 


way made resistant to winter pit- 


ting with our Vinsol admixture cer- 
tainly will spell lower maintenance 
on the highways which our ex-sol- 


diers will surely help to build. 


Shatter-p 





HERCULES 


CELLULOSE ACETATE 


MEROCCLES POWDER COMPANT WILMINGTON DELAWARE 


The full-color "Fortune’’ campaign is de- 
voted exclusively to featuring qualities of 
Hercules. cellulose acetate. Those qualities 
discussed in each ad are distinguished from 
the others listed in the box in the lower right 
of each of the ads by printing them in red 
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Looking Ahead With 
Wartime Copy 
Let me repeat again that the mission 


of our including the 


‘Her- 


cules Land,” is to present factual in- 


advertising, 


series which we designate as 


formation on products of immediate 
However, many of our 
advertisements, “You 
Change Tires in Mid-Battle,” do sug- 
That one promises 


application. 
such as Can’t 
gest happier days. 
tires for your 
“Vote of 


the unbelievable in 
peacetime driving. Con- 
fidence” 


to many manufacturers. As 


suggests future plastic uses 
we get 
closer to V-Day, the reader of our 
copy perhaps will jump the gap be- 
with 


““imagineer™ 


war and peace 
He probably will 


with our wartime low-temperature- 


tween greater 


ease. 


resistant plastics; chemicals for water 


proof, flame-proof tarpaulins; our 

tung-oil-less varnishes; our speed-dr 

protective coatings, and all the doz- 
ens of new chemical warriors now in 
service. 

Our problem, then, is only to “keep 
on the beam.” To help us, we have 
set up these objectives: 

1. To register Hercules’ chemica 
materials for industry as tools 

for the war effort. 

2. To obtain a re-appraisal, under 
today’s conditions, of the value 
of certain materials, perhaps 
not applicable previously. 

3. To introduce new products spe 
cifically designed for war con- 
ditions. 
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4. To tell of new uses for estab- 
lished products that help to 
meet wartime conditions. 

5. To explain the changing supply 
position of many of our ma- 
terials. 


On the Course Copy 

In accomplishing these objectives, 
we attempt to reach them by two 
media routes—general business and 
industrial papers—with both types of 
campaigns being declarative. Back 
of our “Hercules Land” copy in the 
business magazines and papers is the 
story of Hercules’ widening field of 
usefulness to the process industries. 
This point is made by discussing the 
widening applications of specific Her- 
war effort. 
Industrial stick to a 
tighter course, pounding out “tell 
all” facts of value to the processor. 


cules chemicals in the 


advertisements 


These latter advertisements are dif- 
ficult to do, especially because tech- 
nical data often cannot be revealed. 
But dificult or not, we try to apply 
the teachings of The Copy Chasers in 
encouraging us to keep on a steady 


course. Even with their admonish- 
ments and our own “order of the 
day,” it is hard to refrain from flying 


off the beam on all manner of tan- 
gents seeking easier landings in less 
effective fields. 

Now let’s reconnoiter this “‘on the 
Naturally, it is based 


tact, 
whether the reader is general con- 


course” copy. 


on chemical regardless of 
sumer, businessman, research director, 
or plant man. How the fact will be 
dressed will vary, of course, on the 
best illustrate this 


by an example, cellulose acetate. 


audience. I can 

Cellulose acetate, as we make it, 
isa plastic base. We sell it to manu- 
facturers of molding powders or di- 
who process it (as 
molding powder) today into thou- 
sands of objects for war and WPB 
approved civilian uses. This type of 
plastic possesses the following out- 
standing characteristics: Tough, flex- 
ible, stable, lightweight, economical, 


rect to molders 


and clear. Of these, toughness and 
clarity are of greatest priority im- 
pr Those two characteristics fit 
t for new uses and substitute uses 


Without number, but not indiscrim- 
inately, for it is not a patent medi- 
“tell all” in 
ying degrees of completeness to 


¢ plastic! We must 

different groups likely to be in- 
tcrested or involved directly in its 
plications. 
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Landing fields must 
be SMOOTH, too- 


all-year-round! 


Viasol-treated cement resists scaling. concrete spreads easier and faster 
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CONCRETE 


SMOOTH Vinsol-Treated Cement 


resists winter and de-icing agents 


< k com e seite 








Ceed Mews Fer Engravers 
and Comtraster 





These two pieces of copy on Hercules’ Vinsol are typical of how Hercules advertising keeps 
on its course. The one on the left appeared in May, the other in October, yet both emphasize 
smooth concrete and carry the same theme line in the bands across the bottom of the ads 





HERCULES 


CHEMICAL MATERIALS FOR INDUSTRY 
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HERCULES 


inpeusTay 


The Hercules Land color pages running in general business papers are often referred to as 
postwar planning ads, but in the mind of Hercules they merely show how Hercules products 
are aiding the war effort in a manner in which they may also be useful in peacetime 


Where did we begin! Note that 


I wrote “where did we begin,” for 
with cellulose acetate as with any 
chemical product of Hercules we 


advance it in steps. The first is likely 
to be taken in “The Hercules Chem- 
ist,” a highly technical company mag- 
azine which usually first carries the 
news of new products to our chem- 
ical processing customers. It is ed- 
ited by a former director of our ex- 
periment station, and, in the instance 
of cellulose acetate, reports on the 
latest findings on new formulations, 
which improve characteristics of cel- 
lulose acetate plastics. 
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Our next step is the announcement 
of these findings in one of our series 
of four-page color inserts which have 
been appearing in the strictly chem- 
ical journals for five years. 

From that point, the factual knowl- 
edge travels trade-ways and consum- 
er-ways. For instance, specific tough- 
ness examples of interest to molders 
appear in Modern Plastics and in end- 
use industrial journals. Fortune will 
tell a wider story to the designer and 
to the industrialist who is trying to 
find a substitute for an unobtainable 
strategic material. General business 
publications will carry to others the 


2! 














The four Hercules house publications and 
the product books keep users of Hercules 
products fully informed about new develop- 
ments so they may utilize them to keep up 
their products and in their own research 


information of cellulose acetate’s ap- 
plications to the war program. 


Besides these media, technical book- 
lets, some written for the highly tech- 
nical and others for the less chem- 
ically minded, complete the “‘tell all” 
program aided by some direct mail. 
By the way, practically all Hercules 
literature is produced in our own 
printing shop, a facility we have en- 
joyed immensely since 1933. 

Throughout all this work, we stay 
on the course by driving home these 
characteristics which earn the prod- 
uct its place in the war program. 
This same procedure is followed for 
a new insecticide base, a faster drying 
finish, an improved paper size for 
army ration containers, in low-tem- 
perature-resisting, electric cable coat- 
ings. There is this exception: We 
might utilize our vertical company 
publications, ““The Paper Maker” or 
“The Explosives Engineer,” in their 
respective fields to further the in- 
formative program which was com- 
menced in “The Hercules Chemist.” 


About “Hercules Land” 
Hand 


mission of disseminating useful infor- 
mation about Hercules products and 
services is the “Hercules Land” cam- 
paign, initiated in February, 1942. 
This is a continuation of the ad- 
visory advertisements which had been 
run in business magazines for several 


in hand with our over-all 


scale. 
It widens the reader’s conception of 
different types of 
ical businesses. It provides explicit 
examples of product services, and sug- 
gests a “‘let’s get-together and maybe 
—if we can’t help you in your war 
program—perhaps you can help us in 
ours.” 


years but on a less extensive 


Hercules’ chem- 


The advertisement “Vote of Con- 
fidence” “when a gas- 


mask means life or death to the wear- 


suggests that 


can’t 
must be 


ers, there 
Valves 


made. 


be any guesswork. 
tough, precision- 
Lenses must be shatter-proof, 
uniform and op- 
Every part must func- 
tion perfectly under all conceivable 
conditions—in the Arctic or along 
the Equator. 
“The fact that all types of gas- 
masks in production—Service, 


fog-resistant 
tically clear. 


now 





Training, Diaphragm and Non-Com- 
batant—are made with lenses, dia- 
phragms and Y-tubes of cellulose 
acetate plastic is an eloquent vote of 
confidence in this versatile material, 
a product of Hercules Land. And 
may be significant in the manufac. 
ture of your products—now, and 
when the ‘all-clear’ signal sounds 

“In cellulose—as with terpenes, 
rosins, resins, synthetics, and indus- 
trial explosives—the chemistry of 
Hercules Land has brought new prop- 
erties to standard chemicals, produced 
many new derivatives. And these, in 
their turn, have meant better prod- 
ucts for industry, swifter processes, 
savings in time and costs. 

“If your company, like ours, is 
looking for ways to do the war job 
better, let us explore our products 
and problems thoughtfully together. 
It is not unlikely that we may have 
something of help to you—or that 
you may have some process or equip- 
ment that we should know about. We 
urge you to write to us at Dept. T-10, 
Hercules Powder Company, Wilming- 
ton, Delaware.” 


These advertisements compose the 
so-called, often-referred-to postwar 
campaign. Suffice it to say, they are 


doing a splendid wartime job! 
Planning Annual Strategy 

We have one facility at Hercules 
which goes far in helping us to reach 
our objectives. The company plan 
of organization is an effective depart- 
In it the advertis- 
(including advertis- 


mentalized one. 
ing department 
ing, sales promotion, public relations, 
market research, certain employe 
services, and a printing plant) func- 
tions as an independent unit. Its 
manager is responsible to the presi- 
dent as are the heads of the other 
departments of the company. It 
serves all units of the company ac- 
cording to their needs. 

We, who fly our “advertising 
ships” on their various assignments, 
work from our home base—the ad- 
vertising department—on campaigns 
arrived at by strategy conferences 
with the sales directors of our differ- 
ent sales departments, members of 
our very efficient agency, Fuller & 
Smith & Ross, and ourselves. These 
conferences begin in July and August, 
and agency and advertising personnel 
live with each product account unt! 
a program of the probable sales ob- 
jectives is formulated which is ac- 

(Continued on Page 102) 
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@ MOST INDUSTRIAL advertis- 
ers, advertising agency 
and business paper publishers feel that 
everything possible should be done to 
provide necessary advertising space in 
publications for all who wish to use 
it regardless of whether they have pre- 
viously been regular advertisers, ac- 
cording to a nationwide survey con- 
ducted by INpbusTRIAL MARKETING 
last month. The ratio by which this 
feeling exists among advertisers is 11/2 
to one; six to One among agencies; and 
three to one among publishers. The 
means by which this should be accom- 
plished, in the opinion of the respond- 
ents, is an interesting study. 

If the supply of advertising space 
becomes too small for the demand, ad- 
vertisers, by only a bare majority, 
adver- 


executives, 


making more 
space available by 
the space occupied by editorial ma- 
terial by condensing it. The ratio of 
agencies favoring this action is five 
to one, and four to one on part of 
publishers. This would seem to in- 
dicate the great value advertisers place 
on editorial content 
business paper a good advertising me- 
dium. In commenting on this point, 
however, all groups said fluff, irrele- 
vant matter, unnecessary illustrations, 
buyer’s directories, index to advertis- 
ers, publicity items, and in some cases 
the editorial page could be eliminated 
to good advantage. 

Publishers are equally divided on 
rationing advertising space on per- 
centage of that used in 1942, while 
advertisers favor it by 41% to one, 
and agencies two to one. By a slim 
margin, advertisers would favor de- 
nying space to new advertisers; pub- 
lishers are equally divided on this 
point; but agencies say no by slightly 


would favor 


tising reducing 


in making a 
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over two to one. Comments by ad- 
vertisers say it would not be fair to 
ration on the basis of 1942 space use 
because many advertisers did not get 
their programs underway early in that 
year due to uncertainties, and for that 
reason the last half of 1942 would be 
a more equitable base. Others feel 
it would be better to base rationing 
of space on the average used over a 
period of from three to five years. 
Comments also show that many ad- 
vertisers are sympathetic to the new 
advertiser and definitely feel he should 
be given an opportunity to use space 
even if on a restricted basis running 
up as high as a half-page ceiling, in 
order to lay the ground work for 
later activity. 

If space becomes limited, 72 per 
cent of the advertisers feel that adver- 
tisers should be limited to one page 
per issue; 13 per cent say two pages; 
8 per cent say half-page; 7 per cent 
say two-thirds page. Among the 
agencies, 69 per cent would limit it 
to one page per advertiser; 17 per 
cent say two-thirds page; 10 per cent 
say half-page; 4 per cent would place 
the limit at two pages. This point, 
of course, is a delicate one for pub- 
lishers and of those who answered, 10 
per cent more said two pages than 
one page; the other units were men- 
tioned by only one publisher. 

Advertisers are two to one in favor 
of running advertising on the front 
cover in order to create additional 
advertising space; agencies are four to 
one in favor of doing so; but publish- 
ers are 114 to one against doing so. 

Reducing the type page size in or- 
der to provide more pages for adver- 
tising out of available paper is fa- 
vored by advertisers by two to one; 
by agencies three to one, and by pub- 
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Advertisers, Agencies, Publishers Exchange 
Ideas on Rationing Advertising Space 


Survey shows great willingness of advertisers to do 
All possible to help publishers solve tough problem 


lishers 1'% to one. In making such 
a reduction, advertisers’ and agencies’ 
choice of sizes range from 4144x512 
to 5'4x8'% in greatest number of 
suggestions. The publishers appear to 
favor something around 6x9, but 
their suggestions were too few to be 
indicative. 

Reducing circulation as a means of 
making more pages available would be 
favored by advertisers by 1'/2 to one; 
by agencies two to one; and only by 
a slight margin by publishers. Com- 
ments on this point by both advertis- 
ers and agencies advocate elimination 
of fringe circulation, limiting number 
of copies going into any one plant to 
two or three and promoting quick 
pass-on, eliminating free copies, and 
discontinuance of pressure for new 
subscriptions and renewals. Publishers 
indicate a willingness to curtail com- 
plimentary copies, newsstand and for- 
eign circulation, and bulk sales. 


Basis for Rationing Space 


In considering what basis would be 
most fair for publishers to ration ad- 
vertising space in business papers, ad- 
vertisers gave first choice to useful- 
ness of advertising copy to war effort, 
in indicating their rank in order of 
preference of five points. The others 
were: Essentiality of advertiesr’s pro- 
duction to war, second; length of time 
advertiser has used publication, third; 
amount of space used in 1942, fourth; 
and continuity of use of publication, 
fif th. 

Agencies indicated their preference 
as follows: Length of time advertiser 
has used publication, first; amount of 
space used in 1942, second; essential- 
ity of advertiser’s production to war, 
third; usefulness of advertising copy 
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to war effort, fourth; and continuity 
of use of publication, fifth. 
Publishers also feel that length of 
time advertiser has used the publica- 
tion should be the first consideration 
in rationing space; followed by con- 
tinuity of use of publication, second; 
amount of space used in 1942, third; 
usefulness of advertising copy to war 
effort, fourth; and essentiality of ad- 
vertiser’s production to war, fifth. It 
is interesting to note how this rank- 
ing differs from that of the adver- 


tisers’. 
Other Codperative Measures 


Answers to other questions in the 


survey further indicate how far ad- 


vertisers and agencies are willing to go 
along with the publishers in an effort 
to make as much advertising space 
available as possible under paper re- 
strictions, and to conserve manpower 
and raw materials. 

There is overwhelming agreement 
on the bleed 
which is the pub- 


lishers by nearly three to cne. While 


elimination of pages, 


also favored by 
there was no distinction made between 
the opinions of those now using bleed 
and others, the sentiment appears so 
dominant that such action would re- 
ceive adequate support by the adver- 
whole if it 
deemed advantageous by the publish- 


tising field as a were 


ers to expedite their operations. 
(There is some feeling in the industry 
that it might be desirable to anticipate 
any such action on part of WPB.) 


There 


agreement on 


also is nearly unanimous 
the elimination of in- 
serts if it would help save manpower 
and raw materials. 

Advertisers, agencies, and publish- 
ers agree that if limiting the number 
of colors in advertising will help, the 
number should be two. Nearly fifty 
per cent of the advertisers, however, 
would be willing to get along with 
only one color. 

Advertisers and agencies would be 
willing to get along with covers on 
business papers of the same stock as 
used inside, by a two to one ratio, but 
publishers are of the opposite view- 
point by just the same ratio because, 
saving 


according to comment, the 


would be neglible. The view of the 


advertisers, however, does indicate 
how far they are willing to go in co- 
Sperating with publishers to make the 
paper tonnage stretch as far as pos- 


sible. 


Another difference in viewpoint is 
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expressed on the question of whether 
advertising contracts should be made 
non-cancelable, the thought on this 
being that advertisers who have been 
allocated space should not disrupt the 
schedule set up which eliminated 
others who wished space. Advertisers 
said no by three to one, agencies by 
nearly two to one; but publishers said 
yes by better than three to one. Ad- 
vertisers and agencies suggested that 
publishers could accept “stand by” 
advertising to run if and when space 
became available due to cancellations 
or when advertisers failed to get copy 
in by closing date. 

On the latter point, advertisers, by 
a ratio of three to one, said they would 
be willing to have publishers repeat 
their last advertisement if new copy 
was not in on time. Agencies also 
voted that way but by half the ratio. 
Publishers favored the idea by fifteen 
to one. Commenting on this point, 
some advertisers said it would not be 
practicable because their plates are 
returned to them immediately after 
publication and the publication should 
give their space to a “stand by” if 
their copy was late. 

Advertisers are willing, however, to 
give publishers of weeklies a leeway 
of one or two issues in inserting their 
advertisements in order to help them 
meet tight situations. There was but 
slight difference on this point among 
the publishers. 


Comments 


In line with the viewpoint of adver- 
tisers that usefulness of copy should be 
the cardinal point in rationing space, 
a large number of these men expressed 

forcefully on the 
The president of a 
manufactures pneu- 
matic tools said: “ . . . each ad should 
be Okayed only if it accomplishes a 


themselves most 
matter of copy. 


company which 


definite step in helping to win the 
war. ... A second interesting point is 
the maintenance and conservation and 
proper use of equipment we have by 
inexperienced operators. Later on, per- 
haps, we will have an interest in 
studying our postwar problems, but 
at the moment we are so busy run- 
ning the business in face of nine miles 
of red tape that we have scant sym- 
pathy for ads which promise a lot of 
indefinite and wonderful things in the 
future. As progresses and 
the civilian there 
will be a new and critical aspect of 


rationing 


economy declines, 


industrial advertising and it is our 





opinion that we ought to get ¥ to 
meet it.” 

Another says: “ ... the p her 
can actually help an advertis:; who 
picks media carelessly by advi: 1im 
that the ad in question would b- bet. 


ter suited to another market.” 

And: “If advertising space could be 
rationed on basis of the usefulness to 
the war effort (copy and product), 


there would be considerably more 
space available. In this writer’s opin- 
ion, the fact that a company is mak- 
ing armament, etc., does not justify 


huge expenditures for advertising un- 
less that advertising can be made to 
serve a useful purpose.” 

In seeking a solution to the problem, 
says a sales promotion manager, “ prob- 
ably the best way to handle the matter 
is for the publishers to get opinions 
from advertisers, just as you are doing, 
and then decide group if pos- 
sible) on a policy that seems to be 


(as a 


most fair to a majority.” 

In advocating a fair distribution of 
space to all advertisers, one vice-presi- 
dent in charge of sales says: “I don’t 
see why a huge concern should squeeze 
out the smaller concerns. I am afraid 
that if publications permit that sort of 
thing, the government will step in and 
exercise control over publications to a 
much greater extent than desired.” 
Also thinking along these lines, an 
agency executive says: “I think pub- 
lishers are risking Congressional dis- 
favor in alloting space on a strictly 
prior use. A rabble rouser could spout 
on the ‘vested interests’ denying any 
voice to the new or small enterprise. 
It is dangerous and may bring govern- 
ment interference which none of us 
Another “* Advertising 
opportunity is a part of the free en- 


want.” says: 
terprise system; if we cut off this 
opportunity to new advertising, we 
are endangering the system.” 

Other comments: 

“Everyone who has a product or 
service to offer should be given 4 
chance to advertise it, if only with 
small fractional pages.” 

“Believe first cuts should be made 
among those using great amount o! 
space. For example, if an advertiser 
has been using only half-pages pet 
issue, I do not believe it would be 
fair to penalize him on same basis 4 
user of two pages per issue. The idea 
would be to keep the greatest possible 
number of advertisements in every 
issue to be of greatest service to sub- 
scriber.” 
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by GEORGE J. CALLOS 


Manager Advertising and Public Relations, 
Allis‘Chalmers Mfg. Company, Milwaukee 


Inspirational Bechlets Heighten Morale 
of Allis-Chalmers’ Workers 


Timely, sincere, heart to heart messages fire determin- 
ation to back up boys in service with 


@ WORKER MORALE is one of 
the toughest problems facing us to- 
day. It’s a problem about which 
production executives have been 
gravely concerned for months. It 
is something that has no signposts to 
follow, no milestones by which to 
measure, no red lanterns to mark dan- 
ger spots. 

There’s no question that the great 
bulk of American workingmen are 
solidly behind the war effort. This is 
being proved every day by the stu- 
pendous production jobs they are 
achieving—the vast numbers of 
ships sliding down our ways, the tanks 
rolling into battle, the planes bringing 
havoc to the enemy. 

It is shown by the millions of War 
Bonds being purchased, the blood be- 
ing donated to the Red Cross by the 
working people of America. Presi- 
dent Roosevelt’s message to the Con- 
gress in January further revealed the 
extent to which American labor has 
thrown itself whole heartedly into 
showing that free men fighting to 
preserve their freedom can always 
outproduce the regimented labor of a 
dictator-ruled nation. 

nd yet— 

We, at Allis-Chalmers, felt as prob- 
ably many others have felt, that not 
al’ workers in all cases realized their 
own importance in the war effort. 
We knew for a fact that many men, 
especially those making just about the 

ne products they worked on before 

> war, had not yet come fully to 


recognize that the peacetime machine 
was now a wartime machine, the 
gadget that did something two years 
ago did a new war job today. 

Putting across this idea to the war 
worker is, of course, the primary job 
of most industrial relations programs 
today. Bringing the war closer to the 
man at the lathe has been universally 
the task of most employe magazines, 
war posters, production drives, etc. In 
fact, we were using these same means 
ourselves to help each of our workers 
realize that the war was a codperative 
effort in which he had a personal and 
vital part. But we felt that what we 
were doing was not enough. We 
sensed the need for some extra effort 
on our part that would transmit our 
emotional feelings concerning the 
urgency of the hour. 

The time was last summer, right 
after Singapore had surrendered and 
the East Indies and Burma had fallen. 
We felt, as probably Lincoln felt at 
Gettysburg, that the moment had ar- 
rived to say something deep from the 
heart. We wanted, somehow, to find 
a way to stir every person in our 
plants with the same feelings we our- 
selves were having in those critical 
days. 

It was at that time Arthur R. 
Tofte, the copy chief of our depart- 
ment, heard a radio report on the loss 
of the cruiser Houston. He came in 
that morning and in less than an 
hour wrote a piece called “Hurry Up, 
Yank.” 
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utmost effort 


It wasn’t, advertising copy. It had 
none of the tricks of the trade. But 
it sizzled with fervor and sincerity. 
It plunged directly into an inspira- 
tional and patriotic appeal, pointing 
out almost brutally the reasons why 
it was every American’s duty to 
“hurry up” if the Nazis and the Japs 
were to be held and eventually beaten. 

The book opens with the story of 
how Fielding Yost, the great Michi- 
gan football coach, got the name of 
“Hurry Up” Yost by always stand- 
ing on the practice field and yelling 
“Hurry Up” to his players. ‘“That’s 
the kind of spirit we need today,” the 
“the spirit of Hur- 
ry Up, Yank! We're playing the 
biggest game of our lives . . . for our 
lives. And every one of us is a player 
in this game. . . . Hurry Up, Yank! 
What do we mean—hurry up?’” 
Then follows an explanation that 
while some may feel that “hurry up” 
is the old “speed up system” or sweat 
shop with another name, which every 
labor leader, humanitarian and work- 
er would rebel against, the fact is that 
every labor leader in the country is 
behind the idea of the worker doing 
more today than he ever did before. 
These excerpts will give an idea of 
the theme and the tone of what fol- 
lows: 


copy continues 


And the worker—that’s you! What do 
you think about it? What is the “Hurry 
up” system for? Ask the boys who fought 
on Bataan .. . Ask the marines who fought 
on Wake Island . . . Ask the sailors on 
the cruiser Houston . Those were 
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B.. News for 
Berchtesgaden 





A few of the Allis-Chalmers' employe morale-building booklets showing format and type 


Glorious defeats, but 
nevertheless, defeats. Not because of lack 
of fighting skill or fighting heart. Not be 
cause of poor military leadership. No. . 

The boys on Bataan could have held all the 
Philippines indefinitely with enough tanks 
and planes and other equipment. The 
marines on Wake Island should have had 
twelve times the twelve planes they had 
The cruiser Houston went down because 


American defeats 


it had no support. It's the old story—not 
enough and not on time Hurry 
Up Yank! 

Yes——hurry up hurry up hurry 


up You ask how? There's only one 
person can really answer that one for you 
That's yourself! You don't have to read 
about the slave workers of the Nazi occu- 
pied countries to know what will happen 
to your job if we lose this war. And we 
an lose it. You don't have to see a flag 
waved in front of you to know the mean- 


ing of American worth and American 
value You've get your own good com 
mon sense. Take a look at your job 

today! Analyze it. Study it. Ask your 


self 


But here's a suggestion. Try it out to- 
morrow. Take the production record of 
the best day you ever had. Add 10 or 
20% to that figure. And then all day 
long, use every means you can to meet 
and beat that figure. Sure you'll be tired 
when you go home. But think of the men 
who fought in the jungle heat, 24 hours a 
day for months, on Bataan. And don't be 
satished with doing this for just one day 
The boys on Bataan couldn't rest on their 
laurels after one good fighting 
Hurry Up, Yank! 


day's 


Every day is important. Get that ma 
chine of yours humming. Get that job of 
yours organized to produce more. Let's 
change that refrain from “too little, too 
late" to—“ENOUGH-—ON TIME! 
Hurry Up, Yank! Let's every one of us 
be a member of the fightin'’est team that 
ever won a game or a battle or a war. Let's 
become the scourge of the Nazi and the 


Japs 
Hurry Up, Yank! 


Four sheets of copy—but it had 
just the spirit we had intuitively been 


We went into a huddle 
at once as to the best way to put it to 


looking for. 


Publishing it as an article in the 
felt, would 
only dilute its strength of appeal, so 
we decided we could get the biggest 


use. 


employe magazine, we 
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impact from its message by issuing it 
alone in pamphlet form and mailing it 
to each worker’s home. 

First, we settled on a 5x7-inch size, 
largely because its was a common 
handbook size with us, offering an 
easy-to-read, attractive, one-column 
page. Envelopes, too, were available 
for this size. The eight pages of the 
booklet were determined by the length 
of the copy, with some of the later 
ones in the series running to twelve 
pages. 

We considered various format pos- 
sibilities and finally decided on the 
one which we thought offered the 
highest readability and greatest sim- 
plicity to the tie in with the straight- 
forwardness of the message. Twelve- 
point Garamond bold type was chosen 
for its high legibility. 

To illustrate and 
pages, line drawings were chosen be- 
cause they best matched the sharp, 
Further, 
they gave us the chance to caricature 


liven up the 


incisive tone of the copy. 


some of the Axis leaders very effec- 
tively, and illustrate war and factory 
scenes with greater ease. We delib- 
erately avoided any suggestion of 
“funny business” in the cartoons. The 
whole idea had nothing funny about it. 

By using blue ink for the body 
type and for the base color in the 
drawings, and red for the second col- 
or, we obtained an inexpensive and 
effective red, white and blue result. 
On the other hand, we have always 
avoided using the colors in any flag- 
waving manner. 

As soon as a proof of the booklet 
could be made ready, we took it to a 
meeting of the Allis-Chalmers Labor- 
War Production Drive 
Committee. Their 
sponse was one of enthusiasm, and in 
fact it was their suggestion that we 
print a notice on the booklet that it 
committee. 


Management 
immediate __re- 


was sponsored by the 


of illustrations used. Lithographed on white stock in 





1 and 


© 
a 


This printed endorsement of the com- 
took from the booklet 
any possible suggestion that it was 


mittee away 


merely “company propaganda,” or 
that it had any other purpose than 
common good. Furthermore, the mere 
fact that the committee had a part in 
its presentation helped to get their 
individual support in putting the sub- 
sequent to the 
they represented. The committee fur- 
ther urged that the series be continued 
under their sponsorship. 

Although the book was intended 


originally only for Allis-Chalmers em- 


series across workers 


ployes, it was soon realized that it 
applied just as well to all Americans 
engaged in any kind of war work. 
By sending copies out, it gave us a 
new and different kind of opportunity 
than we had ever had before to sell the 
company and its war effort to our 
customers and to industry in general. 

In merchandising the pamphlets, 
sent to a selected list 
industrial 


copies were 
of prominent 
throughout the 
panying each copy was a letter, signed 
by our president, Walter Geist. The 
object of this letter was to explain the 
high purpose of the booklet, offer ad- 
ditional copies or the right to reprint. 
Other copies were sent to leading gov- 
ernmental and military figures, heads 
of departments in Washington, con- 
gressmen, governors, etc. 

The response to Mr. Geist’s offer 
was tremendous. Thousands of copies 
were requested for distribution to 
employes of other companies, and the 
copy itself was picked up and run in 
numerous employe magazines. In ad- 
dition, scores of high government offi- 
cials and military leaders have writ- 
ten personal letters to Mr. Geist com- 
plimenting Allis-Chalmers on the 
work. 

Even more important, of course, 
than all this acclaim from the outs! 


executives 


country. Accom- 
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was the fact that the booklets were 
definitely doing the task for which 
they were originally intended—that 
of arousing our employes to a deeper 
realization of the importance of their 


work in the total war effort. And 
because the booklets have continued to 
do this job, the series has been stead- 
ily maintained, with a new issue go- 


ing to the employe’s home each 
month. 

The first booklet, “Hurry Up, 
Yank,” had told about the critical 


need to provide equipment to our 
armed forces in a hurry. 

Second booklet in the series was 
called “Bad News for Berchtes- 
gaden,”” and described how the output 
of American labor could bring groans 
from the Nazi warlords. 


Third booklet, “Or We Shall Die,” 
used General MacArthur’s 
mous statement on the desperation of 
the war situation, and explained la- 
bor’s part in the responsibility we all 
had in supporting our fighting men. 

Next booklet, “Mad Dog or Mes- 
siah?” pictured what was happening 
to religion under the Axis’ new order, 
and why the American workingman 
should work to his utmost to protect 
his right to worship as he pleased. 

Further booklets — “Bundles for 
Berlin” and “Spring, 1943”—covered 
still different phases of the need for 
effort on the part of all 
Americans. 


now fa- 


greater 


From the beginning, this campaign 
has continually proved its worth. To 
starting at this 
similar venture, we can as- 
sure that it has tremendous potential- 
ities for doing good. But it also has 
its risks. 


the company time 


on any 


the success of an 
“inspirational” nature 
depends to a very large degree on the 
writing. It can’t be ground out like 
ordinary ad copy. It can’t be worked 
out in a conference. It almost has 
to be the work of one man given 
full rein to pour out his heart as 
and when the “message” hits him. 
he copy itself should express com- 
plete sincerity. Although writing 
‘tricks” as such are to be avoided, 
all the writer’s skill should be used 
to make the story as simple and as 
idable as it can be made, with short 
sentences, short paragraphs, and un- 
ornamented, direct ideas. 
\s far as possible, the copy should 
be tied in with current or anticipated 
ws events, familiar to the average 


For one thing, 
series of this 


Excerpts from Allis-Chalmers’ Morale Booklets 


Bad News for Berchtesgaden 


Adolf Hitler has a one-track mind—Divide and 


conquer! 

And it was easy 

Divide and conquer Hitler laughed when 
he thought of America. Of all countries in the 
world, it was the most divided. 

His agents reported to him that American in- 
dustry was ripe for division They gave him 
proof that management and labor were as far 
apart as the poles. Even labor itself was divided 
into great unions that were forever at each other's 
throats 

So he got himself into war with America 
And then what happened? 

At first it seemed that the December 7th bomb- 
ing of Pearl Harbor united the nation as nothi 
else could have done. But before a month ha 
gone by, there was evidence that the old argu: 
ments, the old disunities were still present. There 
were still strikes slowing up production all along 
the line. There were still short-sighted plant man- 
agers who were obstructing war production. 

es, and there were Democrats and Republicans 
arguing with each other as usual . . . And there 
were civilians who hoarded tires and sugar and 
other commodities , 

Divide and conquer! “Was it working again? 

Is the average American going to wait until the 
Japs have taken Denver and the Nazis have rolled 
into Pittsburgh before he calls it his war? . . 
But suppose we did? Suppose the enemy did 
parade down Wisconsin Avenue? And some Jap 
officer took over your home? . : 

Hitler used to laugh when he thought of Amer- 
ican industry. America was going to be the easi- 
est pickin’s of all 

‘Behind schedule’’ reports Donald Nelson as a 
warning. But all over America, we hear a rustle. 
It's the rustle of men rolling up their sleeves 

spitting on their hands getting ready 
to give our boys every last gun and tank and 
plane and ship they need. Yes, and that rustle 
of sound is travelling across the ocean. It's reach- 
ing clear to Berchtesgaden. It's bad news . 
It's breaking Adolf's heart 


. at first . 


Bundles for Berlin 


[he mail delivery to Berlin is getting better... 

Almost every day and night now at airfields in 
various parts of Great Britain, planes load up with 
bundles for delivery to cities throughout the Nazi 
Reich 

Every one of us working on a war production 
job, whatever he is making, is doing his important 
part in the delivery of that mail to Berlin. That's 
why—if we want to make sure that those bundles 
are delivered on time, 

And if we want to get into the true spirit of 
helping those young mailmen deliver greater and 
still greater quantities of mail in the months ahead, 

Then . ‘ 

We ought to take a good look at ourselves and 
the kind of job we have been doing— 

Have we been working harder and better than 
we ever worked before? 

Have we put our full strength to the vital but 
deadly necessary tasks facing us? 

Have we been 100% Americans—in every re- 
spect? In_ brief 

Have we done our share in seeing that those 
flying mailmen of ours are properly equipped? It's 
up to us ° 

It's up to us whether or not that mail service 
to Berlin is made even better. It used to be most- 
ly a one-way service—from Berlin. They could 


dish it out. But now the service is better the 
other direction. And we are going to find out it 
they can also take it ‘ 

But before that can happen, it's up to us to 
back up with hard work those keen-eyed mailmen 
who leave almost every clear day and night for 
the half-thousand mile flight to Berlin. Yes, it's 


up to us 


. Or We Shall Die! 


It's been slowly dawning on us good-natured, 
easy-going Americans that the Nazis and the Japs 
are playing for keeps. They're playing this war 
not only to beat us . . . but to make us their 
economic slaves. They're playing the war to take 
our lands away from us, and our trade, and those 


‘inalienable rights’’ for which our forefathers 
fought and died ; Z 
Oh yeah, but they'll never get over here. 


You've heard guys like that Those are the 
same guys that said the Maginot line would hold 
the Germans, that Singapore was impregnable, that 
Japan would never dare - Yep, the same 
bright guys. Wise guys . 

Let's start playing this war for keeps, too . 

Let's get mad damned mad . 

Let's fight this war like the men ‘of Lexington 
fought theirs—with the will and the courage to 
win. Let's get mad mad enough to die for 
our freedom if we have to 

Dying isn’t a nice thought. But we've got to 
get mad enough to choose death over slavery 

Maybe thats what General MacArthur meant 
when he told the people of Australia—'‘We shall 
win or we shall die.’ 

Those are words to re member 

We shall win or we shall die! 


Mad Dog or Messiah? 


What kind of enemy are we fighting? 
Take Hitler, for instance—Is he the “‘Mad Dog 


of Europe’’ that his victims claim? Or is he the 
great Messiah that the German people firmly be 
lieve will lead them to world power? ; 

We've been told that this is an ‘economic 


war.’ The German and Japanese spokesmen have 
repeatedly stated that all they wanted was eco- 


nomic living room But that is not the whole 
truth The simple fact is—-this is a_ religious 
war! 


As Hitler rose to power, his first victims were 
the Jews, least numerous of the three religious 
groups in Germany. It was only later, after his 
military victories had pushed him to new heights, 


that he began openly attacking Catholics and 
Protestants . In Poland In Czecho- 
Slovakia In Norway . Even in Germany 
itself 


Today's Nazi Germans are fanatic believers in 
the pagan deity of Hitler. Just as for generations, 
the Japanese have venerated their god-emperors 
That's why this is a religious war . 

Our only hope of survival is to meet that fanat- 
ical spirit with a fanaticism of our own—a firm 
and utter confidence in America, a belief in jus- 
tice and liberty. and in freedom to think for our- 
selves and to worship as we please. 

Our soldiers and sailors and airmen have that 
spirit, and are better fighters because of it. Now 
it's up to us who are the producers of the 
weapons of war to get that spirit, too. 

Joe Louis, the Negro prize fighter. in his sim: 
ple but direct way, calls it “‘God's War. 

Let's fight it on that basis . . and win God's 
War ..«s« 





man. While patriotism is always be- 
ing appealed to, there should be no 
flag waving. And although the pur- 
pose of the campaign is to urge the 
worker to produce more, care must 
be taken never to offend him, never 
to say that he has not done his share, 
never to infer that he is not as pa- 
triotic as other Americans. 

There is one more important factor 
that should be especially emphasized. 
The company must not intrude into 
the picture. There must be no feel- 
ing that here is the Blank & Blank 
Mfg. Company telling its employes 
how they must feel. In fact, if the 
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writer wants to use the personal “I’’ 
in his copy, it’s not a bad idea. 


Be sure to put the message in a 
convenient, attractive form. And be 
sure, too, that the worker finds it reg- 
ularly in his mailbox at home at about 
the same time each month. 

If you do all these things, mixing 
the ingredients and various essential 
factors in just the right proportions, 
you may find that your employes are 
putting out that extra effort which 
may mark the difference between pos- 
sibly losing and winning your pro- 
duction battle. 

It’s worth a try. 
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‘ES’ Award ae 


A few points on how to make Army-Navy ‘E’ ceremonies 
go along smoothly, based on experience of one that did 


@ AS HAS BEEN SAID in these 
pages before, Army-Navy “E” Award 
ceremonies are what you make them. 
Regulations for the actual services are 
pretty tightly controlled by the Army 
or Navy, whichever predominates in 
the specific case, and all related cele- 
bration depends upon the ingenuity of 
the individual responsible for the 
However, a couple things 
to the success 


event. 
which will contribute 
of any of these programs are careful 
planning and accurate timing. These 
events should go off like clockwork 
to be most impressive. 

One realized this, and 
“planned it that way,” was Forest J. 
Nelson, advertising manager, Mac- 
whyte Company, Kenosha, Wis. As 
according to observers who 


man who 


a result, 
have attended many other “E” 
monies, this company’s event was dis- 
tinctly outstanding. Mr. Nelson at- 
tributes this to the fact that all details 
were thoroughly planned and executed 
as planned. Another thing that made 
it different was that, in all planning, 
was secondary to the 


cere- 


management 
workers. 
Sunday, Dec. 27, was selected for 
the Macwhyte ceremonies so that more 
people could attend. A reception and 
luncheon was held at 1:00 p.m. and 
the curtain in the comfortably seated 
high school auditorium selected for 
the event raised at 2:50 p.m. Workers 
on the first shift, which ends at 3:00 
p-m., were released at 1:00 p.m., to 
dress and get to the auditorium, and 
the second shift started as soon after 
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the program as possible. The program 
was broadcast over state-wide outlets. 

For the benefit of those advertising 
managers who still have the task of 

° eeyoe TY 

putting on an “E” program, Mr. Nel- 
son has prepared the following sugges- 
tions, based on his experience: 


Timing Program 
1. Check speeches at 


per minute. 


140 words 


2. Don’t figure time too close— 
allow time for people to stand up, 
approach microphone, speak and sit 
down and for spontaneous applause. 

3. Act out entire program by your- 
self to check your timing. 

4. Have radio announcer or master 
of ceremonies announce necessity of 
spontaneous applause. 

§. Allow forty-five seconds at be- 
ginning and end of program for radio 
announcer. 

6. Prepare information about com- 
pany for radio announcer to use to fill 
in gaps of business when there is no 
speaking. 

7. Prepare detailed sheets or “sides,” 
as the theatre calls them, showing de- 
tails of business and timing. Give this 
in advance to all speakers three days 
before ceremony. 

8. Rehearsal is important to get 
speakers accustomed to microphone— 
to check timing of program—to check 
public address system—to check radio 
engineer. 

9. See that radio announcer and 


master of ceremonies understand each 
other. Get them together fifteen min- 
utes before program starts; make sure 
they understand the details—they will 
if you have it written out for them 
and they both work from the same 
script. 

10. Go over all details in detail 
with master of ceremonies; don’t be 
too critical, but build him up with the 
spirit of the occasion. He may be 
good, but never too good to be better. 
Impress upon him the necessity of 
sticking to time. See that he has a 
watch or clock and check it with radio 
engineer before start of program. If 
your master of ceremonies is good, he 
likes to talk. Impress upon him the 
necessity of not too much ad-libbing. 

11. Have a heart to heart talk 
with the Army and Navy speakers 
at least ten minutes before program 
starts; make they understand 
your details. 


12. Be definite about where presen- 
tations are to be made—this is impor- 
tant to keep people at the microphone 
—tell speakers that all presentations 
will be made on their left at the mi 
crophone. Be very definite. 


sure 


=) 


13. Get a super-duper enthusiast: 
master of ceremonies—a good stage 
and microphone man. You will be 
asked and perhaps told that the master 
of ceremonies should be a promin: 
citizen. Fine! You should have 2 
prominent citizen— but make hm 
chairman of the day to introduce 
master of ceremonies. 
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s from Army-Navy 


Reception 


The reception is for honored guests 
and Army and Navy officials, but let 
us not forget that the award is to the 
men and women of the company, so 
let’s have as honored reception guests 
a goodly number of employees and 
their wives. Where will you stop? 
No, rather where will you start? 

Start with the foremen and go up 
to and including superintendents, 
company officers, directors and stock- 
holders in your invitations to the 
reception. 

Try not to mix up the invitations 
to the ceremony with the reception— 
handle them separately. A letter from 
the president of the company to a se- 
lected list of those who respond to the 
general invitation to the award cere- 
take Don’t 


worry about replies to reception letter 


mony will care of it. 


—plan on most of them coming. 


Seating 
AUDITORIUM: 

Don’t let any honored guests sit 
between the employes and the stage— 
don’t give them preferred position. 
Put honored guests or wives of 
honored guests not seated on the stage 
in a section to one side of the audi- 
torium and not across the entire front. 

Put invited guests in a section 
1e side in the rear. 

Give employes first considera- 
in all details. Make sure they 
v what to do, and school expe- 
ed ushers in what to do. 


If not in an auditorium, provide 
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se ts for all present. 
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STAGE: 

1. Speakers on stage, of course. 

2. Representatives of Army and 
Navy, of course. 

3. Representative group of em- 
ployes, such as officers and superin- 
tendents. 

4. But do not put employes in the 
rear. Put speakers in the front row, 
Navy on one side, Army on other side, 


and employes in the center. 


Selection of Representatives for 
Token Presentation of Pins 

1. Don’t select the man or woman. 
It is customary to have the oldest em- 
ployes; so, make a list of seven or 
eight men and the same number of 
oldest employes, from the 
standpoint of and hold an 
Let all vote on who of this 


women 
service, 
election. 
group they want to represent them. 

2. Include the chairman of the 
board of directors to represent man- 
agement for token presentation of 
pins. 

3. Help, 
three to prepare their speeches of ac- 
ceptance. It must be their speech. If 


through suggestion, all 


you write up a suggestion, make it a 
suggestion to help, but first ask them 
if they would like you to do it to give 
them a start. 
Lighting 

1. At rehearsal, check lighting— 
be a play director. You'll find that 
you will need: 

(a) A general spot on lecturn. 

(b) A concentrated spot on Amer- 
ican flag. 








ceremonies of Macwhyte Company, Kenosha, Wis., staged in a high school auditorium, on which accompanying article is based 


(c) A spot on “E” flag when 


raised. 
Band 

1. Give full 
writing. 

2. Band should play to fill a min- 


details to band in 


ute of suspense as “E” flag is raised. 


3. Band should play lively. 


Pins for All 

1. The best time to give out pins 
is immediately after the ceremony. 
Plan this so it can be done without 
delay at predetermined places. 

2. Give out receipt cards with 
names on to each one entitled to re- 
ceive pins. Do this the day before the 
ceremony, so that all you need to do 
is tell them to present card and get 
pin. In this way no lists will have to 
be checked to delay procedure and the 
cards will tell you who have pins so 
you will know who did not get pins. 


Photography 

1. Don’t skimp on photographers— 
have at least two. 

2. Tell 
other. 

3. Draw an imaginary line and tell 
them which side they are on and to 
stay on that side and each take every- 
thing. Your detailed “business sheet” 
or “sides” will come in handy. 

4. Be sure to get a general picture 
of stage and people on it. This can 
be done by telling all those on stage 
to hold their seats after it’s over for 
picture. Use a third photographer to 
do it. Others will have had their 
hands full doing the rest of the cere- 
mony. 


each one to ignore the 




























































By JERRY REICHART 





@ CONVINCED that the advertiser 
can serve a deep, important need in 
to both his 
country and his customer to do so, 
Caterpillar Tractor Company has de- 
signed its 1943 advertising program 
toward that end. 

During the year Caterpillar will 


wartime, and owes it 


continue to employ various media for 
its advertising—the general, wide-cir- 
culation magazines; the more special- 
ized business magazines; various types 
of direct mail, and visual material. 

It is the company’s belief that the 
advertiser who wishes to serve both his 
country and his customers to the 
greatest extent possible during the 
war-troubled days of 1943 will, 
among other things, have to operate 
closer to deadlines than ever before. 
In these mechanized times, when 
the course of the and of the 
world, may be seriously affected al- 
most overnight, the advertiser must 
make every effort to keep abreast of 
the times in delivering his messages 
to the public. 

As the live newspaper lies in wait 
for spot announcements, and 
the magazine rushes into print those 
topics of the which are 
deemed important, so the advertiser 
must stand poised to digest all avail- 
able information, and dispense it in 
the manner which will accomplish 
the most good. 

Geared to the 100 per cent produc- 
tion of war material, Caterpillar Trac- 
tor Company has an interesting, ap- 
pealing general wartime story to tell. 
As a company that has always stressed 


war, 


news 


moment 
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News Bureau, Caterpillar Tractor Company, Peoria, Ill. 


its world-wide system of distributors, 
the durability and dependability of 
its machines; the service available to 
its products from its dealers and the 
fact that no machine is ever allowed 
to become an “orphan,” Caterpillar 
also has an interesting, practical, and 
vital story to tell its customers. 

It is planned, in the widely circulat- 
ed general magazines, to continue to 
relate some of the highlights in the 
war effort. This story should prove 
why Caterpillar and its products are 
essential and should demonstrate to 
owners why the products they de- 
pended upon in times of peace have 
been commandeered in times of strife. 
At the same time advertising will help 
them solve some of the problems posed 
for them because of these circum- 
stances. 

In the business papers, some mes- 
sages of the same type will be print- 
ed, but more emphasis will be placed 
on dealer service, and the importance 
of maintenance in the field. 

Direct mail will join space adver- 
tising in detailing the present impor- 
tance of Caterpillar service—stressing 
the new meaning of service—what the 
dealer is prepared to do. Actually, 
dealers’ service has always been 
stressed, and the company has insist- 
ed that dealers carry large stocks of 
parts and be prepared to give owners 
the best possible service. This policy 
is now paying dividends and proving 
potent emergency insurance. 

Direct mail will get down to brass 
tacks in considering the service end of 
the business, as was the case with 





‘Caterpillar’ te Maintain Bread Service 
Aduerlising Program in '43 


Traveling instruction schools, Army Training School, 
movies, slidefilms, ‘War Letter’ included in campaign 


“Keep ’em Working,” a recently pub- 
lished book, with an attractive cover 
in color, and a booklet entitled ‘Cat- 
erpillar Carries On.” 

“Keep ’em Working” was designed 
to aid owners to get the most out of 
their machines. It supplements Oper- 
ator’s Instruction books, giving the 
reasons behind 
operation instructions, goes into great- 
er detail on the care of certain critical 
parts and gives general information 
that is not conveniently available 
elsewhere. 

“Caterpillar Carries On” tells what 
the company and its dealers are doing 
to “keep ’em working” and to prevent 
the “orphaning” of tractors in spite 
of wartime pressure. 

Inasmuch as the art of avoiding 
trouble is of unusual importance 
when new equipment cannot be pur- 
chased, the company feels it is its duty 
to educate owners in the proper care 
of their machines, which must be kept 
operating on the home front. Fac- 
tual information will be helpful in 
pointing out the necessity of main- 
taining equipment with the least pos- 
sible loss of time, the least expense, 
and the least possible use of critical 
materials. 

It is hoped that this combination 
of advertising themes will drive home 
the needed codperation between the 
fighting front and the home front. 
Advertisements featuring the role 
products play abroad will show just 
why these products cannot be pur- 
chased by those at home, and why it 
is therefore necessary for owners 0 


the maintenance and 
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take care of the machines that, in 
times of peace, helped build the things 
they are now helping to preserve. 

During the days when the United 
States were “defense” conscious, ad- 
vertising featured the tremendous 
part tractors, Diesel engines, and road 
machinery played in the construction 
of factories, airports, ordnance depots, 
camps, hospitals, military roads and 
pipelines. 

Once this country was involved in 
global war, interest naturally shifted 
to the fighting front. It is the plan, 
in 1943, to show in advertisements 
what has been accomplished, and the 
many military uses to which the com- 
pany’s products have been put. 

With our boys numbering more 
than a million overseas—many of 
them in strange places that were for- 
merly just another name vaguely re- 
called from almost forgotten geogra- 
phy lessons, but now are glorified in 
news dispatches and on special war 
maps—there’s a definite need to in- 
form the folks at home as to what is 
going on across the seas. 

It is hoped that the reader’s inter- 
est will be projected from our shores 
to countries all over the world where 
machines are backing up the fighting 
Allied Nations troops. 

On the home front, dealers will be 
encouraged to continue their direct 
mail campaigns so that they may re- 
in constant touch with their 
Along these the 
need for keeping mailing lists up-to- 
date will be emphasized, as a matter 


main 


customers. lines, 


of good business practice and of econ- 
omy, both in money and in materials. 
It is also anticipated that dealers 
advertise through 
their local media, backing up the gen- 


will continue to 
eral overall story of service with spe- 
cific accounts of what they are doing 
to keep ’em working, and how they 
are doing it. Dealer advertising, both 
in direct mail and in community pub- 
lications will, for the most part, be 
highly localized, stressing the prob- 
lems that have been met and con- 
quered in the immediate vicinity. 

Caterpillar dealers are using space 
to back up local scrap metal drives 
ind a preliminary report shows that 
these dealers themselves have turned 
n 4,500,000 pounds of vital materi- 
ils Such amounts as 562,000, 490,000 
ind 450,000 pounds have been report- 
ind one dealer loaded out 260,000 
nds of iron and steel in one day. 
ne dealer reports using newspaper, 


blotter and literature advertising to 








































































push the scrap campaign in his terri- 
tory. Another sent out 2,050 letters 
to his customers, urging each one to 
get in the scrap. 
This, of course, is in addition to 
the many steps these dealers have tak- 
en to “keep ’em working” through 
installation of special equipment, en- 
largement of facilties, and the use of 
American ingenuity in devising ways 
of rebuilding many worn parts to save 
the and and to 
conserve material. 
The factory itself 
touch with owners and prospective 
customers through the ‘Caterpillar 
Magazine”—a colorful little publica- 
tion that has for seventeen years been 
employed for just that purpose. Dur- 
ing its life, this magazine has, in 85 
issues, related by word and picture, 
what company products are accom- 


owner time money, 


will keep in 


plishing in the field. 

An innovation is the “Caterpillar 
War Letter.” Purpose of this letter, 
patterned after the staccato style used 
by many of the country’s outstanding 
publications, is to keep distributors 
and dealers posted on wartime infor- 
mation about the plant and its prod- 
ucts and the people in the organiza- 
The function of this “War Let- 
becomes increasingly important 


yy, Civ hd ) 


tion. 
ter” 
as the press of business, gas and travel 
restrictions, etc., tend more and more 


a “Pizsele 
WAR 


to prevent dealers from visiting the 
factory—and the same reasons pre- 
vent frequent dealer calls from com- 
pany representatives. 

A heavy 
throughout 1943, for visual material, 
slidefilms, and 


demand is expected 


including movies, 
charts. Such visual aids will, as be- 


sent to dealers, enabling 


fore, be 
them to build up and preserve good 
will, and to continue their instruc- 
tion of customers. 
Another vital function of movies, 
slidefilm, and charts is that performed 
at various army camps, military cen- 
ters, and in Caterpillar’s own United 
States Army Training School, con- 
ducted for many months past at the 
factory, where several hundred engi- 
neer men have already been given 
echelon instruction by qualified in- 
structors. 
Two Caterpillar traveling schools 
of instruction are now hitting the 
roads from coast to coast on their 
second tour. When these schools have 
finished with their current trips, us- 
ing Caterpillar Diesel-powered trucks 
to transport films, charts, literature, 
(Continued on Page 124) 








By W. R. MASON 


Advertising Manager East Springfield Works 
Westinghouse Electric & Mfg. Company, Springfield, Mass. 


How to Teach Your Newspaper Staff 


le Write News 


One advertising manager improved his company paper 
and made the job easier through simple instruction 


@IF, AS to many another advertis- 
ing manager, the task of editing your 
factory war production drive news- 
paper landed in your lap soon after 
Pearl Harbor, you’ve had your troubles 
already. Especially, if it’s sponsored 
by your joint labor-management com- 
mittee, and the staff is made up of 


factory people. 

Have you struggled over copy that 
would fill a column, but for which 
the space available was only two 
inches? Have you cut it, and had an 
irate staff member threaten to quit or 
report it to the committee? Have you 
had to edit out editorializing from a 
news story, at the same dire peril? 
Have you had to rewrite stories so 
they came to the point before they 
reached the tenth or twelfth para- 
graph? 

Not that you want to cramp the 
style of your budding reporters. Not 
that you want to give your paper a 
professional touch. Many advertising 
men believe that the crudeness result- 
ing from inexperienced writing gives 
the sheet a personal, human touch. 
Perhaps they’re right. 

“But, I submit that you can teach 
reporters from the production line to 
write brief, snappy, interesting news 
stories, without submerging their per- 
sonalities, or that of the paper. In 
our own “War Production Bulletin,” 
the news is all about the employes, 
their accomplishments in speeding 
production, saving materials, setting 
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no-accident records. We run a col- 
umn called “Quote-Unquote,” open to 
all employes to express their feelings 
about our war effort. We receive 
plenty of contributions for this, and 
occasionally a longer and unusually 
well-written piece which we publish 
as a guest editorial. Not long ago, 
Donald M. Nelson wrote a personal 
letter of congratulation to the writer 
of one of these. 

We have a staff consisting of an 
editor, a managing editor, a news edi- 
tor, and eight contributing editors. 
At our Army-Navy “E” presentation 
ceremonies in January, we built a press 
box large enough to accommodate the 
entire staff, along with the reporters 
from the local and nearby newspapers 
and magazines. Our staff was de- 
lighted. They’re still talking about it. 

Naturally attracted to the staff of 
a publication of this type, are factory 
folks who have a flair for writing, or 
think they have. Usually, they are 
right, if given a little patient and 
painless instruction. But there’s your 
problem. How can you give it pain- 
lessly? 

I’ve tried lecturing at staff meet- 
ings. It didn’t work. I’ve tried call- 
ing in individuals, going over their 
copy with them, trying to point out 
better and briefer ways of doing the 
job. That didn’t work either. Final- 
ly, one of the staff solved the problem 
for me. He said, “This is all very 
confusing to us. I wonder if you could 


give us in writing some notes on how 
to write better news stories.” 

I could, and I did. From almost 
forgotten newspaper experience, | 
dredged up the few simple but neces- 
sary principles my old editor had 
taught me. I remembered how he 
used to rage when a story couldn’ 
be cut after the lead paragraph, and 
still leave the facts intact. 

You won’t find anything startling 
in the staff ““Communique” I whipped 
up. But you can put something simi- 
lar in writing, go over it with your 
staff in a meeting, answer questions, 
and then leave the notes with them. 
They’ll study them. You'll get results. 
For ten long months, I sweated, cut 
and recut, wrote and rewrote, and 
cursed the day Hitler came to power, 
whenever the time rolled round to put 
the paper to bed. 

But the last two issues have gone 
together like magic. The stories have 
been short, snappy, full of meat ané 
interest. Some of my people have 
actually developed a nose for news, 
and bring in stories beyond the lin 
of their assignments. One man even 
shows signs of editorial ability. For 
all of this, I thank my reporters’ sug- 
gestion that I put something in w: 
ing that they can get their teeth 
We never had a factory newspa{ 
before the war. I knew we'll have o: 
for the duration, and I think ‘ 
Bulletin” will live for many 
after the war. 
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The “Westinghouse War Production Drive Bulletin’ 


I’m not kidding I think the 
effect of the first communique will 
wear off in time. But I don’t think it 
will be hard to get a reporter back on 
the beam, once he has absorbed the 
fundamentals. To keep them as nearly 
on the beam as possible, and even to 
improve them, I have instituted a 
monthly which is 
discussed at each staff meeting. They 
are all based on the first one, but suc- 
ceeding efforts take sections of the 
outline and elaborate upon them. 

For the 


bring to 


myself. 


“Communique,” 


“aid and comfort” 
harassed 
managers in the problem of making 
their plant newspaper 
here’s Communique No. 1, in full: 


Westinghouse War Production 
Drive Bulletin 
STAFF COMMUNIQUE NO. 1 
SUBJECT: Notes ON NEWS WRITING 
AND EDITING 


it might 
other advertising 


make sense, 


News writing isn’t difficult. Every 
member of our staff has the ability to 
good, fact-filled 
But there are a few time-proved prin- 
which 


porter learns early in his career. 


write clear, stories. 


ciples professional _re- 


If he 


doesn’t learn them, it doesn’t last long 


every 


The following “Notes on Newswriting 
and Editing” 
university course 
they do cover the 
Please study them and use them. You'll 
‘ your job on the staff twice as easy 


aren’t a reader’s-digested 
in journalism, but 
fundamentals. 


twice as much fun, if you do. 


CONTENT 


Names 


WHO is he? 


make news. 








BESTINE HOTS) BAR FROMTC TIO’ URINE BELTED TES 


100 YEARS WITHOUT AN ACCIDENT 




















BESTINC HOLS) BAR PRODEC TION DRIVE BELER TEN 


CRITICAL TOOL STEEL SAVED BY 
4-70 COMMITTEE’ 's METHOD 











— ! 


WHY did he do 
HOW? 
either 


WHAT did he do? 
it? WHERE? WHEN? 

Answer _ these 
or indirectly, and you have 
Let’s examine 


questions, 
directly 
a complete news story. 
each of these, and see what they mean. 

WHO? 
to identify the subject of your story. 
How you do it, depends upon him. 

If you mention Franklin D. Roose- 
it isn’t necessary to mention that 
the President of the United 
that he lives in the White 
House, on Pennsylvania Avenue in 
Washington, D. C., U. S. A. But if 
the person is relatively unknown, you 
must identify him fully. “John Jones, 
Dept. A-48” is usually sufficient for 
our purpose. But often his length of 
service with the Company, other 
connections such as a Union office he 
might hold, and any past honors, will 
improve his identification. 

WHAT? What he did or said that 
makes him newsworthy. Our news is 
story of 


It is necessary immediately 


velt, 
he is 


States, 


all good usually a 


achievement in War Production. 


news, 


WHY? In our newspaper, the an- 
swer is to aid the war effort, get more 
and better production. But exactly 
what was the problem? 

WHERE? Usually implied. 
plant. If elsewhere, say so. 

WHEN? The time element is im- 
portant. The the inci- 
dent, the greater the news value. 

HOW? That is especially impor- 
tant in our paper. One of our most 
important jobs is to make valuable in- 
available to 


In our 


more recent 


formation on methods, 
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' of the East Springfield Works is an eight-page lithographed publication. The job of editing 
it was greatly simplified when Mr. Mason inaugurated an instruction course for its department reports to teach them how to write news 





other departments who can use it. 
Tell them how! 


BREVITY 

The story of the Creation would 
hardly fill a column in the Bulletin. 
And that was the biggest news story 
ever written. Lincoln’s Gettysburg 
Address took about 
who ever said more? 
short stories in which every 
does a job. 

Get the basic facts in the first para- 
graph or two, so the story can be cut 
thereafter without killing it. Elabo- 
rate later if the story warrants. 


CLARITY 
Use little words in place of big ones 
whenever possible. 


3 minutes—and 
We need more 
word 


LITTLE is a_ better word than 
DIMINUTIVE. 


GUTS is a better word than IN- 
TESTINES. 

Little words have guts— 

Use little words. 

Remember, your readers won’t try 
to figure out what you mean. They 
won’t take the time. You've got to 
make it clear at first glance. 

Short paragraphs help readability, 
and make insertion of subheads easier. 

Short, are more 


readable. 


REPORTING VS. 
EDITORIALIZING 
Tell who did or said what, why, 
where, when and how. If you do that, 
you've done a reporting job. If you 
think he did a good thing or a bad 
(Continued on Page 116) 


simple sentences 
Don’t ramble. 
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By ROBERT N. D. ARNDT 


Vice-President 


John Falkner Arndt & Co., Inc., Philadelphia 





Medern Concepnl of Marheting Through: 
Judustricel Distributors 


Alll sales and promotional efforts should be built on 
the basis that the distributor is a business partner 


@ ALTHOUGH not a professional 
Powarp (abracadarian abbreviation for 
Postwar Planner), at the same time 
| am convinced that in the postwar 
era there will be a great change in the 
relationship between industrial manu- 
facturers and advertisers as a whole 
and industrial distributors as a whole. 

The reason this prediction is not 
related necessarily to postwar planning 
is because of a definite trend appar- 
ent in many directions before the war 
was even thought of. This trend will 
continue, and in the tremendous strug- 
gle to maintain plant capacity after 
the war in the midst of unforeseeable 
competitive conditions, it is reasonable 
to expect the trend to accelerate at a 
great rate and to become a standard 
of practice within a very short time. 

There have been many cynics in in- 
There still 
are. They consider the industrial dis- 
tributor not much more than a walkie- 


dustrial manufacturing. 


talkie automatom emerging from a 
warehouse and carrying a catalog, and 
in many cases not a very good walkie- 
talkie at that. These cynics conscious- 
ly or unconsciously have tolerated and 
do “tolerate” the industrial distribu- 
tor as a necessary evil. 

The question arises how necessary is 
the industrial distributor and how 
evil? 

Let’s for a moment take an objec- 
tive viewpoint of the industrial dis- 
tributor as an industry and cite a few 


Based on an address before the East 
ern Industrial Advertisers, Philadelphia 
Feb. 4 
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figures. Here is the industry: There 
are 1,762 industrial distributor organi- 
zations serving some 250,000 indus- 
trial consumers. In addition there are 
more than 2,000 supplementary indus- 
trial distributor outlets selling to in- 
dustry on a limited basis and as a 
sideline to their primary business. The 
full-fledged distributor, 
however, obtains approximately eighty 
per cent of the total industrial busi- 
ness sold through distributors. These 
1,762 industrial distributor organiza- 
tions selling to the industrial con- 
sumer (and note that word) have a 
sales force of more than 6,000 outside 
salesmen intimately familiar with their 
local territory and local industrial 
plants and personnel. They do a vol- 
ume of over $2,000,000,000 a year 
and carry an inventory (or did) of 
more than $185,000,000. 

Of course, the economics 


industrial 


which 
make this large industry survive and 
prosper are well known—economics 
including local warehousing, quick de- 
livery, localized knowledge of special- 
ized needs and personalized sales con- 
tacts. 


The advanced thought in marketing 
circles is the conception that distribu- 
tors and retailers are partners and that 
it is the responsibility of the manu- 
facturer to help these partners be- 
come more productive for their own 
profit as well as for the profit of the 
manufacturer. 

“Conception” is one word. A very 
manufacturer 


successful industrial 


selling through distributors used the 
phrase: “We feel we have a stake in 
our distributors.” 
many industrial manufacturers feel 
this same way and act accordingly. 
Unfortunately, too many do not. 

Increasingly, this new conception 
must be seen and grasped in order to 
stand strong amid the immense poten- 
tiality for sales through a great indus- 
try that represents over $2,000,000,- 
000 in volume. 

When the conception is generally 
grasped, the delivery to a distributor 
of large packages of off-size “litera- 
ture” (and even large packages of 
correct size) will not be delivered to 
the industrial distributor unwanted, 
unasked, and unarranged for—to lan- 
guish in a dusty corner unopened, 
unmailed and undistributed. No longer 
will literature providing cramped 
space on the last page for “distribu- 
tor’s imprint goes here” creep far- 
ther than the layout stage. No longer 
will advertising addressed to the in- 
dustrial consumer be flopped into an 
industrial trade without 
change. No longer will incorrectly 
punched or off-size spec sheets or 
catalog inserts be thoughtlessly pro- 
duced, mailed, or given to the dis- 


Obviously a great 


magazine 


tributor. 

After all, to the distributor the dis- 
tributor is King. He does not like to 
be thought of as Cinderella, grateful 
for the crumbs that fall from the 
master’s table. If the industrial manu- 
facturer does not wish to consider the 
industrial distributor as King, at l& 


st 
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... With a layout that will never make ihe 
Art Directors Annual, it pulled 3,387 inquiries 
from the readers of four industrial magazines. 
It’s still pulling, 30 weeks after issue date. 
Industrial advertising does a better job for the 


advertiser who helps the reader do a better job. 







; “ 800K asoy; 
EADERs 
* Fee LEADERs 


FOREMANSHIp” 











One Industrial magazine pulled 
2,093 inquiries for book on “Foremanship” 


Insurance Companies still have something to 
sell, but their policies are so similar that the 
\merican Mutual Liability Insurance Co. of 
Boston decided to feature a service to foremen 
on accident prevention and elimination. 

Every time you see one of the above adver- 
tisements in Engineering News-Record you can 
be sure that from 200 to 500 prospect-contacts 


have been added. 


NEW 
~ DATA BaANEERING 






780 engineers wrote for this book 


Run through any industrial magazine. Pick the 
ls that offer the most help to the reader in 
oing his daily job, and you are likely to hit 
i advertisers who are getting the most bene- 
t out of their business paper advertising. 


The National Electric Products Corporation 


‘DUSTRIAL MARKETING, March, 1943 


offered their Engineering Data Book in just 2 
issues of Electrical World, with the result shown 


in the heading above. 


IS THERE A FORMULA 
FOR SUCCESSFUL ADVERTISING? 


We have studied thousands of industrial ad- 
vertisements. The more we study, the more 
apparent it is that no matter what the objec- 
tive an advertiser wants to attain, his method 
must always be: 
1 find out exactly what problems his cus- 
tomers and prospects face; 
2 show them how to solve these problems 
with his product or service; 


3 use “job-interest” as the deciding factor 
in selecting media for the advertising. 


Why not really dig into the subject with us? 
Check the coupon and send it along for free 
material (including Case Studies of complete war 
advertising campaigns) that will help you get 


better results from your industrial advertising. 


The McGRAW-HILL 


NETWORK OF INDUSTRIAL COMMUNICATION 








Research Dept., McGraw-Hill Publishing Co., Inc. 
330 West 42nd Street, New York, N. Y. 


Please send the following books and studies on how 
to get more response from Industrial Advertising: 


POLICY ANALYSES: 
.] The Top-Executive Goes to War 
[] The Sales Manager Faces the Minus-Quota 
|] The Advertising Manager on “Industrial-Informa- 
tion-Please”’ 


CASE STUDIES: 
[] Air Reduction Company 
{_] Aluminum Company of America (in preparation) 
[] Gilmer Belting Company 

[] Manhattan Rubber Mfg. Div. of Raybestos- 
Manhattan Ine. 

[] Metal & Thermit Corporation 

[] Plymouth Cordage Company 


C—O ae 


era ctrietainciniemesoncenicictateaiie _ 
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he should be considered as “Prince- 
partner,” and all of 
turer’s planning for sales which go 
through distributors should consider 
the distributor as the focal point of 
his thinking in respect to the merchan- 


the manufac- 


dising of his product. 

With this conception, with the un- 
derstanding that the distributor and 
his salesmen are or can be or should 
be the focal points of sales for the in- 
dustrial manufacturer, here are some 
of the things that are being done and 
increasingly will be done in greater or 
lesser degree by the industrial manu- 
facturer. 

You know they have been done by 
the manufacturer of consumer goods 
in consumer marketing for a period of 
many years. And after this war, dur- 
ing the struggle to maintain capacity 
under competitive conditions such as 
have never been known before, the in- 
dustrial manufacturer who will suc- 
ceed must adopt them in his pattern 
of operation. 

The industrial sales manager will 
train his own salesmen on how to help 
the industrial distributors in each par- 
ticular territory, thus helping both 
himself and his distributors to in- 
crease volumé from that territory. He 
will see that his salesmen apply that 
training to the industrial distributors 
constantly and effectively. 

The sales manager will analyze every 
market carefully, and every distribu- 
tor in each market carefully by graded 
points of desirability, current and po- 
tential comparative volume, speciali- 
zation, items carried, sales ability, 
coverage, delivery service, warehouse 
facilities, adaptability to the particu- 
lar line or product, etc. 

With this picture then, of indus- 
trial markets graded by markets and 
by distributors, he will set out to set 
up, or to correct, or to strengthen a 
network of distributors who are sold 
on his line, his policies, and the fact 
of a merchandising partnerhood. The 
sales manager will get those distribu- 
tors and all or primary or specializing 
salesmen into his plant for a course of 
at least a few days of training, on his 
product, its design, the reasons for its 
what it is doing in other 
sales appeals, and “user 


design, 
plants, its 
benefits,” the policies of the house, etc. 

If this cannot be done, he will at 
least make certain that a well-pro- 
duced motion picture is prepared that 
training 


will project a condensed 


course out into the field. He will ar- 
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- But his customer got the Gouges in time! 





The Cleveland Twist Drill Company continues 
its campaign in business papers telling the 
story of how industrial distributors are doing 
heroic work in helping war plants keep run- 
ning by going to unusual lengths to obtain 
needed supplies and equipment for them 


range for a luncheon or dinner pres- 
entation to the distributors and _ his 
salesmen, thus making the distributor 
and his men feel that the manufac- 
turer recognizes their importance and 
potentiality and wishes to help him in 
every way possible. 

The sales manager will set up a cost 
control system covering all the costs 
against volume and quotas produced 
by various distributors in various ter- 
ritories as well as by each salesman in 
each territory. He will consult with 
his distributors frequently, reviewing 
this information with them and en- 
couraging them to greater activity 
and greater volume. 

The individual manufacturer sales- 
man, realizing his part in the partner- 
ship, will help the distributor analyze 
his customer and prospect list and 
even make up special lists for the dis- 
tributor concentrating naturally on 
prospects for the salesman’s particular 
line in that distributor’s territory. 
Further, he will take on the responsi- 
bility of keeping those lists edited for 
the distributor. The distributor him- 
self does not have time to do it. He 
will contact that list periodically and 
personally with the distributor sales- 
men at least once a year with some 
special presentation each time. 

In connection with these periodic 
trips with the distributor salesmen he 
will probably arrange for a special 
luncheon or dinner meeting with all 





of his salesmen in order to pres: ‘ 
newest angles of the manufac: $ 
merchandising plan. He will sec t 
the plans of his advertising ma 
ment are receiving full and con: 
ous collaboration and  coéperation 
by the distributors and will report to 
advertising management any mi 
derstandings or lack of coéperation 
which exist. 

The industrial advertising manager 
will frame his plans entirely around 
the industrial distributor as the focal 
point. He will plan distributor litera- 
ture, spec sheets, catalog inserts, blot- 
ters, special presentations, billheads, 
letterheads, correspondence 
sample cases, or whatever else may be 
needed, as though originated by the 
industrial distributor and with the in- 
dustrial distributor foremost in mind. 
He will plan localized advertising for 
the distributor on a definite pre- 
arranged schedule and budget and 
after explanation direct or through 
his salesmen to the industrial distribu- 
tors on the basis of an entire year’s 
plan. He will include phone directory 
trade mark listings of distributor or 
distributors and even local industrial 
group or purchasing magazine adver- 
tising featuring the industrial dis- 
tributor’s name. 

The industrial advertising manager 
will make it a point to do considerable 
traveling, visiting all or at least the 
key industrial distributors himself, to 
gain their friendship, to enlist their 
support, to get the feel of selling 
through the industrial distributor. He 
may help him set up an advertising de- 
partment, which may benefit other 
manufacturers as well as himself. 

He will, from these contacts, pass 
his knowledge on to his advertising 
agency and, working together, will 
authorize the agency to prepare and 
produce material to fit the plan. These 
jobs should be done by the agency, 
even if it costs money, to free the 
advertising manager’s time for broader 
thinking, for travelling, contacting, 
planning, and constantly aiding sales 
manager, salesmen and _ distributor 
partners in making all factors click 

He will then use national indus- 
trial advertising for a fare-thee-well 
to build in the minds of the indus- 
trial distributor, consumer, and pros- 


e 


stickers, 


pect an acceptance, even a preferen 
for the product and a confidence in 
the company behind it—to bolster the 
distributor, to back his salesmen, 
(Continued on Page 108) 
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Have You Made Your Reservation In 
THE OIL AND GAS JOURNALS 


ANNUAL REFINERY 
ISSUE March 25, 1943? 


Traditionally, the Journal's Annual Refinery Issue has become the 
top editorial accomplishment in its field. The coming March 25th number 
will cover the aviation gasoline, super-fuel, and synthetic rubber subjects 
thoroughly . . . and will deal with such topics as ‘“‘What the Refinery of 
1943 Must Be’’ and ‘“‘What the Refinery of the Future May Be.” 


Also, in this issue will be included complete Buyers’ Guide of refinery 
equipment. Your products or services will be listed without charge. You 
may be further identified by use of fractional page advertisements adjoin- 
ing your respective listings. Ask any of our representatives for details. 


% CLOSING DATE MARCH 15 


THE OIL AND GAS JOURNAL 
Tulsa, Oklahoma 





Poper 






Gartatich 


Concentrate Your 

Advertising in the 

Preferred Refining 
Paper 
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By LEO T. PARKER 


Attorney at Law, Cincinnati 





Legal Rights of Salesmen to Collect 


Commissions 


Some interesting cases involving points of law of 
interest to sales managers operating commission men 


@ IN VIEW of the modern and late 
higher court cases, the law is well 
established that generally a salesman, 
who sells industrial equipment and 
supplies on the commission basis of 
is entitled to commissions 
on all orders “accepted” by his em- 
ployer. This law is applicable although 
the purchaser refuses to receive the 
merchandise or fails to pay for them. 

On the other hand, where an order 
is taken by a salesman, with the un- 
derstanding that the buyer is to pay 
cash, the salesman is not entitled to 


payment, 


his agreed commission unless the 
buyer actually pays cash. Conversely, 
if finally the employer accepts other 
payment besides cash he 
fuse to pay the salesman. 

Also, it is important to know that 


cannot fre- 


a salesman always is entitled to re- 
cover full payment of his commission 
if as a result of the fault of the em- 
ployer the purchaser refuses to accept 
the goods. For example, in a leading 
case (104 N.Y.S. 362) it was dis- 
closed that the merchandise shipped 
by a manufacturer did not equal the 
samples furnished by the employer to 
the salesman. The purchaser refused 
to accept the shipment, and the em- 
ployer refused to pay the salesman’s 
commission. The latter sued the em- 
ployer to compel payment. Although 
the employer received no remunera- 
tion from the purchaser, the court 
held the salesman entitled to full pay- 
ment of his commission. This court 
explained that when a salesman in 
good faith solicits a contract, and his 


work is completed, and if the em- 


42 


ployer is not paid, the salesman should 
not sustain a loss caused by fault of 
his employer. 

In another leading case (69 Miss. 
232) it was shown that the employer 
of a salesman failed to deliver the 
goods without fault on the part of 
the salesman on the delivery date 
specified in the order. The buyer re- 
fused to accept the shipment when it 
The employer refused to 
pay the salesman’s commission, but 
the court held the salesman entitled 
to recover his full commission on the 


arrived. 


entire sale. 

In still another recent case (47 La. 
389), it was disclosed that a manu- 
facturer was unable to collect from 
an order sold by the salesman, be- 
cause the goods failed to render sat- 
isfactory service to the purchaser. The 
refused to pay the 
contending 


manufacturer 
salesman’s commission, 
that payment of the salesman was not 
legally due until the merchandise was 
paid for by the purchaser. However, 
the court held the salesman entitled 
to full commission for having made 
the sale, and said: 

“The business of the 
(salesman) was simply to solicit busi- 
ness—that is to say, to bring the 
company into communication with 
the customers; and in case that in- 
tercourse resulted in the sale he was 
entitled to commissions. His work 
was then accomplished, and his com- 
mission was due, as the settlement of 
the purchase price was then to be 
made. And if litigation resulted be- 
tween the contracting parties it could 


plaintiff 


not interfere with the rights of the 
commission agent to receive the com- 
missions.” 

On the other hand, in a leading 
case (127 N.Y.S. 469) it was shown 
that the employer refused to pay the 
agreed commission. The salesman in- 
stituted legal proceedings but the 
court held the salesman not entitled 
to compensation, because the buyer 
refused to accept the goods. The court 
said that an employer is not liable for 
the payment of a salesman’s commis- 
sion, under such circumstances, unless 
the employer had agreed to pay com- 
missions on “‘all orders accepted.” 


Court Construes Contract 
Under no 


higher court permit an employer to 
refuse payment of commissions where 
the contract of employment was de- 
signed to mislead the salesman. 

In (82 N.W. 413), a contract 
existed between a manufacturer and 
his salesman which provided that “no 
commissions were to be paid” to the 
salesman on orders not filled or on 
goods returned by the purchaser or 
taken back by the employer for any 
fault whatever. 

The employer without any good 
reason refused to ship merchandise 
specified in an order sent in by the 
salesman. It is interesting to observe 
that the court held the employe: 
liable for payment of the salesman’ 
commission, irrespective of the wri! 
ten provisions in this contract. 

This court held that where a sale 
man earns a commission he is entitle 


circumstances will a 


INDUSTRIAL MARKETING, March, 1942 


First 








of the 


le COMm- 


leading 
shown 
yay the 
nan in- 
ut the 
*ntitled 

buyer 
e court 
ble for 
ymmis- 
unless 
r com- 


Mg 


will a 
yer to 
Ww here 


as de - 


ntract 
r and 
t “no 
‘o the 
Dr on 
er or 


r any 


good 
indise 
] the 
ser VE 
loyer 
nan 

writ 


sale 
itl } 


1943 





First sal unit,-composed of two 
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to it unless through Ais own fault the 
employer fails to deliver the goods or 
collect payment for them. 

important point of law 
Helfer  v. 
Products, 127 F. (2d) 612, reported 
July, 1942. The facts of this case 
are that a salesman’s contract of em- 


Another 


was decided in Corona 


ployment granted the salesman the 


right to receive commissions on all 


“accepted orders” whether received 
by the company from its customers 
direct to the home office, or through 
the salesman, but the contract ex- 


ce ple d 


company’s “present dealers.” 


business received from the 


Controversy developed over the 
legal meaning of this contract, and 
the court held that the salesman was 
commissions 


not entitled to receive 


on any business taken from dealers 
whose names were on the company’s 
books and to whom merchandise had 
been sold. 

Also, see Salon v. W. M. Finch & 
Company, 4 N. W. (2d) 469, re- 
ported August, 1942. Here a sales- 
man sued his employer for compensa- 
tion for an advertising idea invented 
by the salesman, involving use of an 
advertising sound car. During the 
trial testimony was given to the effect 
that the company had discussed use 
of the company trade mark on the 
sound car many years before the sales- 
man was employed, and that they 
were familiar with such type of 
advertising years before the salesman 


claimed to have evolved the idea. 


Therefore, the salesman could not 


recover payment although he may 
have received a patent on his inven- 
tion. This is so because a patent is 
rendered void if anyone knew of the 
invention or used it more than two 


filed his 
application for a patent. Also, fraud 


years before the inventor 
may be implied. And no contract ob- 


tained through fraud is valid and 


effective. 


Salesman Conceals Facts 


An employe or agent who fails to 


inform his employer of important 
facts pertaining to the latter’s busi- 
ness is personally liable. For example, 
(2d) 818, re- 


it was 


in Anderson, 20 S.E. 
1942, 


that an employer and his 


ported July, disclosed 
salesman 
entered into a_ written contract by 
the terms of which the agent agreed 
to sell certain materials for the em- 
ployer. The agent was to receive an 


agreed percentage of the sales price, 
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The Boy Who 
Was Passed 


the Ammunition... 


LET'S BUILD OUR BOYS 
A MONUMENT OF SCRAP. . IN THE WINTER SCRAP HARVEST 


Smee ‘ S 


i a a 
ALLIS-CHALMERS LA CROSSE WORKS 


LA CROSSE, WISCONSIN 


As part of its Winter Scrap Harvest, Allis- 
Chalmers LaCrosse Works, LaCrosse, Wis., 


ran this large size copy in local newspapers 


in some instances five percent, and 
others six per cent. 

The evidence showed that without 
knowledge of his employer, the agent 
himself became the actual purchaser 
and accounted to the employer, re- 
taining upon the transaction the sales 
commissions fixed by the employment 
contract and also retaining the profits 
upon the transactions when he sold 
the materials, and without making a 
full disclosure to the employer of the 
facts or that he had become the actual 
purchaser. In other words, the agent 
accepted delivery of the materials 
from the employer, resold it at a 
profit, not disclosed to the employer, 
and remitted to the employer the 
price agreed upon in the contract less 
the agent’s commissions specified in 
the contract. 

Upon discovery of these facts, the 
employer brought suit to recover the 
secret profits realized by the agent, 
plus the 


agent under the contract of employ- 


commissions paid to the 
ment. In holding the employer en- 
titled to a recovery, the court said: 

“Speaking generally, when an 
agent, in a fiduciary relation, is guilty 
of disloyalty to his principal and 
when by virtue of his position he 
seeks to make profit to himself rather 
than promote the interest of his prin- 
cipal, he is not entitled to compen- 


sation.” 





Employe Takes Secret Profits 
Modern higher courts hold that 


an employe secretly takes any ¢ 
gratuity, or benefit in violation 
his employer, or acquires any inter 
adverse to his employer, without 
full disclosure, it is a betrayal of | 
trust and a breach of confidence, 
he must account to his principal fo 


This is the law 


although the employer does not suffe: 


all he has received. 


loss by the secret dealings of th 
employe. 

For example, in Kinzbach Too! 
Company v. Corbett-Wallace Corpo- 
ration, 160 S.W. (2d) 
March, 1942, it was disclosed that 
person, named Corbett, was the owne: 


509, reported 


of a sales right contract on a patented 
tool. Corbett decided that he would 
make an attempt to sell such contract 
right to a corporation. He made a 
deal with a salesman of the corpora 
tion to the effect that if this employe 
would assist him to sell the sales right 
he would pay the salesman $5,000. 
The corporation salesman approached 
an ofhcial of the corporation and, 
without informing this official of his 
secret with Corbett, the 
salesman finally induced the corpora- 


agreement 


tion officials to buy the sales right on 
the tool from Corbett for the sum 
of $25,000. 

As above explained this salesman 
was a trusced employe of the corpo- 
ration who received a regular month- 
ly salary. His duties were to sell the 
corporation’s products. It is inter- 
esting to observe that the higher 
court held that instead of paying 
Corbett $25,000 for the contract 
right, the corporation could deduct 
$5,000 which Corbett agreed to pay 
to the salesman. Thus the corpora- 
tion got the contract right for $20,- 
000 and the salesman received noth- 


ing. 
Employer Reduces Commissions 


Unless a salesman has a valid con 
tract for a specified period, the em 
ployer may reduce the previously paid 
commissions at any time. For exam 
ple, in Glass Coffee Brewer Corpora 
tion v. Embry, 166 S.W. (2d) 818, 
reported December, 1942, it was dis 
closed that a had received 
10 per cent commissions on all sale 
made in Kentucky for his employe: 
With assistance of a sales manager th: 


salesman 


salesman took a large order and the 

company only allowed him two and 

one-half per cent commission. Thi 
(Continued on Page 106) 
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PROVES Quality Readership 


of the “right men in the right plants’”’. 


ACTUAL RESPONSE to every issue of FOOD EQUIPMENT PREVIEW 

. . from the "right men in the right food plants’ .. . PROVES a 
juality, and quantity, of readership never before demonstrated in the 
ood field. Not theory . . . actual proof of readership ! ! 


PUTMAN PUBLISHING CO. 
Also publishers of 


CHEMICAL EQUIPMENT PREVIEW 
737 N. Michigan Ave. Chicago 


How big is 
Good Yield? 


Over 30,000 food plants 
larger than “home-type™ 
shops . . . 3 to 5 important 
production men per plant 
. .. over 100,000 such men 
to be sold !! 









By E. E. SCHNELLBACHER 


Chief, Division of Commercial and Economic Information 
Bureau of Foreign and Domestic Commerce, Washington 


Maintaining Foreign Trade Contacts 
for Afier the War 


A review of activities of advertisers and the Bureau 


of Foreign and Domestic Commerce for export business 


@ DESPITE THI 


which hamper the operations of the 


many restrictions 


wartime foreign trade operator to- 
day, and despite the enormous de- 
mands for lend-lease and other war 
purposes, and the accompanying 


shortage of certain materials avail- 
able to the exporter, he is still doing 
an imposing volume of business. In 
fact, according to a study just com- 
pleted by the Department of Com- 
merce, and published in the Jan. 30 
issue of “Foreign Commerce Weekly,” 
he has been doing approximately the 
same aggregate dollar business as he 
did during the years preceding the 
outbreak of hostilities in Europe, 
when they averaged about $3 billions 
a year. 

According to our findings, exports 
during the first eleven months of last 
$7 bil- 


lions. Of this amount lend-lease ac- 


year reached a total of about 
counted for some sixty per cent. The 
difference was your business, business 
that moved mainly through private 
channels, even though it was often 
placed indirectly, through procure- 
ment agencies of this government or 
through the purchasing agencies of 


other governments. 

For a large part of the goods being 
shipped from the United States for 
the account of foreign governments, 
other than purely military equipment 


—whether against cash purchasing or 


under lend-lease—is and has been 
Fro ' iidress before the Eight 
Chicago World Trade Conference Feb. § 





moving through private channels. The 
government will no doubt continue 


to use the facilities of experienced 
foreign traders as much as _ possible, 
for it recognizes the necessity of 
maintaining the private export mech- 
anism which the’ country must rely 
upon for conducting its international 
business once the victory is won. 
While aggregate cash value of ex- 
ports passing through the hands of 
the private foreign trader have ap- 
parently remained on a surprisingly 
keel, the 


tion of our trade, both imports and 


even character and direc- 
exports have changed radically, and 
these changes have affected every sec- 
tion of our country, as well as most 
foreign traders. Mid-western manu- 
facturers of rubber and automotive 
products are keenly aware of these 
changes, as are distributors of tea and 
coffee and dehydrators of eggs, milk, 
and onions. 

Fortunately, foreign traders are ac- 
customed to change, in fact they ap- 
pear to like change. They are of 
hardy breed, since only 


Today, I feel 


rests on the 


necessity a 
the fittest survive. 
a great responsibility 
shoulders of the foreign trader. He 
must steer a wartime source that will 
assure a sound basis for the distribu- 
tion of merchandise during the re- 
mainder of the war, and in the period 
that follows the united Nations 
victory. 

He should strive to keep his regu- 


lar channels his foreign 


open, and 
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afhliations intact, even though they 
are non-productive at the moment. 
That is postwar planning of a prac- 
tical nature, both from the personal 
and from the national viewpoint. He 
should not let his foreign customers 
forget his products even though he 
is unable to fill all of his export or- 
ders at the moment. Good will ad- 
vertising in the foreign field is the 
obvious answer—and it is the method 
being followed by many far-sighted 
business men _ today. 

A survey recently conducted by the 
field 
Commerce, in codperation with the 
Office of 
American Affairs, reveals that United 


force of the Department of 


the Coérdinator of Inter- 


States advertising in the other Amer- 


ican Republics will show a definite 


increase during the current year. 


Many manufacturers will utilize local 
radio stations to a greater extent than 


ever before, and some for the first 


time. On a budget basis, forty per 


cent of the firms interviewed wil! 


maintain normal advertising sched 


ules in the other American republics, 
and twenty-five per cent will increas: 
spent last 


the amount which was 


year. Only twelve per cent reported 

cuts in the amount to be spent in 

1943. 
This all 


shall end this war with a producti, 


makes good sense. W 


plant of hugely expanded propor 


tions. As that plant turns its facil 
ities to the production of civilia 


(Continued on Page 118) 
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@ OUR COMPANY, 


ducers of commercial drop forgings 


Ww hile pro- 


and welding flanges, is also the world’s 
largest manufacturer of horse and 
mule shoes, both which are generally 
referred to as horseshoes. 

Horseshoes are pretty much taken 
for granted as long as they are readily 
ivailable, and in the past our greatest 
problem has been one of making the 
user of horse and mule shoes realize 
the advantages offered by our special 
designs, and range of patterns and 
sizes and at the same time, make him 
conscious of the brand identity of our 
product, 

Just after this country entered the 
war we felt that our promotion ef- 
torts should be directed toward the 
contribution of helpful information 
that would assist our largest user, the 
farmer, to give his work animals 
yer care. It is well understood 
it the need for bigger and bigger 
ps, plus a diminishing supply of 
chanized farm equipment, is cer- 
n to impose an even greater strain 

farm work animals. And while 
oper care of these useful servants 
important at all times, under pres- 
t conditions it is imperative. 


Before making our final decision as 





Description ai 


er and selection of pages showing format of the Phoenix instruction manual on the 






Horses Peet 


By 
HARVEY W. BLANKENSHIP 


Advertising Manager, Phoenix Mfg. 
Company, Joliet, Ill. 


to the kind of material we should 
checked the 
contemporary titles of bulletins and 
pamphlets on the care of farm work 


prepare, we carefully 


animals, which 
to farmers. We found that 


are readily available 
while 
much informative material on the 
general subject was available, there 
was a definite lack of up-to-date, 
complete information on the care of 
horses’ and mules’ feet. Here was an 
opportunity to prepare and distribute 
a booklet for which there was a gen- 
uine need. 

called in our 
advertising Brooks 
Wilder, Inc., and started to plan the 
details of such a booklet. The task 
proved more difficult and expensive 
than we had anticipated. In the first 
place, much of the source material 


We immediately 


agency Almon 


available, was out of date, old- 
fashioned in its viewpoint, and not 
particularly applicable to modern 
conditions. The Department of Agri- 
culture did have some excellent books 
on the general subject of keeping live- 
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Preparation 


care of horses’ and mules’ feet and how to shoe them for best corvial 


Keeping Horse Power On Jt Geet 


How a manufacturer of horse shoes produced a manual 
to help keep horses’ and mules’ feet in working order 


stock healthy and we were able to 
obtain valuable information from 
this source. We also secured some 
very important data from _ books 
issued by Cornell University; how- 
ever, much of the other material ex- 
amined was not complete enough for 
the specific field we desired to cover. 

In view of the absence of printed 
material to which we could turn for 
full and complete information, we en- 
listed the aid of original contemporary 
sources for much of our information 
and the following acknowledgment 
which appears in the printed booklet 
gives a rather concise picture of what 
was necessary in building this work: 

Material in this booklet has been pre 
pared after thorough study of exhaustive 
treatises on shoeing issued by the U. § 
Department of Agriculture and Cornell 
University, New York. 

Aid and counsel has been obtained 
from Professor R. S. Hudson, head of 
the Horse Department and John McAllen, 
master horseshoer at the Michigan State 
College of Agriculture and Mechanic 
Arts, East Lansing, Michigan; Robert 
Falconer, long a master horseshoer in 
Chicago, editor of American Ironsmith; 
Dr. J. A. Cameron, Veterinarian of long 
experience, at the horse market, Union 
Stock Yards, Chicago; and Wayne Dins- 
more, Secretary, Horse and Mule Asso- 
ciation of America, Inc., 407 S. Dearborn 
St., Chicago, who suggested many sources 

(Continued on Page 114) 
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PROBLEMS 
INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Paper Limitation for 
Advertisers’ Printing 

We received a letter from the Na- 
tional Publishers Association asking 
for a report of our paper consump- 
tion. While we shall coéperate with 
them, I believe it would be helpful 
if individual users of paper could an- 
ticipate further curtailments that 
may be coming along. What is the 
situation? 


ADVERTISING MANAGER. 


If you publish a house organ and 
use more than twenty-five tons of 
paper per calendar quarter, you are 
limited to ninety per cent of the ton- 
used in the cor- 


nage of paper you 


responding quarter of 1942, the base 
period for magazine publishers. Al- 
though an additional ten per cent cut 
has been expected for the second quar- 
written 


ter of this year, as this is 


nothing has been mentioned about 
it by the War Production Board. On 
the other hand, the additional ten 
per cent cut on newsprint which had 
been announced for the second quar- 
been rescinded, and it 


ter has may 


be an indication that an additional 
cut on magazine paper for the com- 
ing quarter will not materialize. 

In reference to commercial print- 
ing, you as a user are not affected by 
the paper limitation order L-241 for 
commercial printing inasmuch as the 
order printers and their 


While the 


printer is limited to ninety per cent 


applies to 
processing ot paper. 
of the paper he used in 1941, the base 


period, that doesn’t mean you can 


have only ninety per cent of the 
printing you used in that period pro- 
vided you can get a printer or print- 
ers to supply you with more, but of 
course in keeping with their overall 


quotas. 


Your Competitive Position 


We har recently 
working not only on advertising but 


hee ” so bus) 
also on the im provement of produc- 
fi0n, morale » C6 Can that we hat e had 
market Nou 
management is 


no time for research. 


INGQUITING 


54 


about our 


competitive position. Do you have 
any recommendations as to the best 
and simplest method of going about 
this? 

ADVERTISING MANAGER. 


method of 
How- 


There is no one best 
checking up on competitors, 
ever, the following may help. 

Check the annual reports to stock- 
holders, financial statements in con- 
nection with the offerings of stock, 
competitive literature, and advertise- 
ments. Check with your sales staffs 
as to the pressure and methods used 
by each competitor‘in the field. De- 
termine their relative activity. With 
this information and other data you 
may be able to secure from your own 
management, no doubt you can pre- 
sent a competitive picture that will 
prove helpful. Your report might in- 
clude: 

1. Relative growth for the past 
ten years. 

2. Business done for capitalization 
involved. 

3. Businesss done in relation to 
acreage, floor space, or equipment. 

4. Trends in production sales. 

§. Trends in methods of market- 
ing. 

6. Competitive advertising  posi- 
tion. 

Territories covered by competi- 
tive salesmen. 


8. Relative intensity of coverage. 


Advertising and the 
American Way 


Our advertising department has not 
as yet done very much in the way of 
morale building or helping to increase 
the production in our own or cus- 
tomer plants. Management has felt 
that this is not much of a job for ad- 
vertising, but rather—this work be- 
longs to personal management. What 
is your opinion on this point? 

ADVERTISING MANAGER. 


Your management is probably more 
correct than incorrect in its attitude 
in the job of merchandising adver- 


tising materials and equipment to in- 


dustry. Personal salesmanship pays 
the bigger roil, with the adver ng 
department doing a complementary 
or assisting part. Personal sale: a 
ship represents the seventy to nincty 
per cent influence, with adve: g 
representing the ten to thirty per cent 
influence. 

In the same manner, the job of 
building morale for increased produc- 
tion is primarily a task for personal 
salesmenship, yet advertising too can 
yield its percentage of influence. Just 


as advertising is an economizer of 
time and money in industrial market- 
ing, so it is proving a time and money 
job of 


building for increased production. 


economizer in this morale 

Some associations and many execu- 
tives are hoping to go beyond the war 
morale goal and teach their workers, 
along with their section of the gen- 
eral public, something more about the 
They see in 


the complexities and regimentation of 


American way of life. 


war a danger that these practices may 
be continued and that there is a pos- 
sibility of our losing an important 
part of our democracy at home while 
our fighting men are away trying to 
win democracy and freedom for the 
world. 

It would appear that some people 
think this work may be done by a 
few booklets, advertisements or radio 
programs. Yet as good as these may 
be, management must realize that de- 
spite the extent of its effort, adver- 
tising alone cannot do the job. A 
great deal of personal effort and able 
salesmanship is still necessary if any 


real progress is to be made. 


War Production Stickers 


We have flooded our plant with war 
posters and have issued plenty of bul- 
letins. We also hold meetings at reg- 
ular intervals in the interest of in- 
creased production. Are there any neu 
economical methods with which you 
are familiar that we might consider? 

ADVERTISING MANAGER. 


One simple effective stunt used by 
a successful manufacturer includes a 
series of small stickers which are at- 
tached to machines, moving equip- 
The stickers are in 
two colors and are about 4x5 inches. 


ment, lockers, etc. 


Paul Meelfeld Is Advanced 


With the codrdination of the sales p: 
motion and advertising activities of The 
Hinde & Dauch Paper Company, San: 
dusky, O., Paul Meelfeld, advertising man’ 
ager, has been named manager of both 
activities 
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36,707. 


Below is a Breakdown by Basic 
Industries of Number of Plants 
HEATING, PIPING & AIR-CON- 
DITIONING Can Help You Sell. 


| 


HOW HEATING, PIPING & AIR-CONDITIONING COVERS THE INDUSTRIAL MARKET 


Table shows a breakdown of industry into its U. S. Census classifications, and by number of wage earners. Figures in last column are a 





total of number of plants in each industry in which we have direct subscribers plus number of plants served as regular customers by our 


contractor subscribers. full details upon request. 























Employ Heeb elrob ate No. Emy 
INDUSTRIES as Classified by U. S. Census o . a to ah 0 wan 
Food and Kindred Products 48,727 41,199 7,365 163 
Textiles and Their Products 20,616 8 967 11,01€ 633 
Forest Products 18,012 11,764 6,12 127 
Paper and Allied Products 3,053 970 2,022 6] 
Printing, Publishing and Allied Industries 22,751 19,755 2,927 69 
Chemicals and Allied Products 7,419 5,179 2,148 92 
Products of Petroleum and Coal 675 302 RV AS) 44 
Rubber Products 78 164 261 53 
Leather and Its Manufactures ier! | 458 1,780 12 
Stone, Clay and Glass Products 6,071 3,853 2,141 77 
lron and Steel and Their Products 8,345 3,787 4,142 416 
(not including Machinery) 

Nonferrous Metals and Their Products 5,303 3,775 1.430 98 
Machinery (not Felol bblo bbele MU Bdocst-yo olaloatlots®) 9,96] 5,763 3,845 Chi! 
Transportation Equipment (Air, Land, Water) 1,942 922 784 236 
Railroad Repair Shops 
Miscellaneous Industries 10,077 7,593 2,389 9s 

TOTALS 166,794 115,45] 48,705 2,638 


Trends 





marketing procedure, 


A review of conditions within industries which influence industrial 


written by editors of business papers 





Petroleum Industry 
Faces Big Year 


@ THE PETROLEUM INDUSTRY 
in 1943 will be called upon to main- 
tain or enlarge most of its peacetime 
operations and at the same time ex- 
pand its activities in several directions 
to take care of the required produc- 
tion of war products. 

The Petroleum Industry War Coun- 
cil has stated that crude oil demands 
in this country will gradually expand 
so that the requirements for the last 
quarter of 1943 will exceed the final 
quarter of 1942 by 400,000 bbl. daily. 
This estimate points to an average 
increase of approximately seven per 
cent, thus establishing a new demand 
record for petroleum liquid this year. 

Present restrictions in drilling do 
not point to an immediate expansion 
Because of the 
government’s curtailment in the use 


in those operations. 


of materials, only 18,500 wells were 
drilled in 1942, a decrease of forty- 
three per cent compared to the pre- 
vious year. The reduction in these 
operations largely accounts for the 
fact that less new oil was found in 
This situa- 


tion, it is believed, may cause the war 


1942 than was produced. 


agencies to liberalize the regulations 
in regard to drilling operations later 
in the year. These agencies are par- 
ticularly anxious that wildcat drill- 
ing and other exploratory operations 
be expanded in order that new re- 
serves will be found to support the 
war program. During the early part 
of this year it is estimated that drill- 
ing operations will be carried on at the 
rate of 1,500 completions monthly. 

The enlarged production required 
from existing wells will increase the 
demand for all types of artificial-lift 
equipment at an accelerated rate. 
More wells are being pumped as soon 
as completed and the rate at which 
flowing wells are going on the pump 
is also increasing. 

Dwindling production from the 
Mid-Continent and Eastern states is 
stimulating secondary-recovery proc- 
esses, requiring additional drilling and 


This includes 


water-treating systems and compres- 


producing equipment. 


sors and pumps in addition to the nor- 


58 


mal production equipment. There is 
also a great increase in directional 
drilling and reworking of old wells in 
an effort to stimulate production. All 
of this requires special equipment not 
generally carried in stock by pro- 
ducers. 

The refining industry this year will 
spend in excess of a half-billion dol- 
lars building facilities to manufacture 
war products. Before the end of the 
year petroleum refiners are expected 
to be producing butadiene, the princi- 
pal intermediate used in the manufac- 
ture of synthetic rubber, at the rate 
of more than 500,000 tons yearly. 
Other intermediate products will be 
manufactured by refiners who have 
the principal responsibility in the syn- 
thetic rubber plans on which on bil- 
lion dollars will have been spent by 
the end of this year. 

Present production of high-octane 
aviation grade gasoline will be more 
than doubled this year through the 
completion of new plants so that the 
output early in 1944 will be 350,600 
bbl. daily which is approximately 
equal to the consumption of all gaso- 
lines in this country two decades ago. 
The estimated cost of this program is 
a quarter-billion dollars. The produc- 
tion of toloul used in the manufac- 
ture of war explosives and other 
chemicals derived from petroleum will 
be steadily increased this year. 

The material and equipment that will 
be needed in this war production pro- 
gram will be similar to that used in 
normal refinery construction. These 
war products are derived from distil- 
lation, fractionation, chemical treat- 
ing and condensing operations and to 
secure the raw materials for their 
manufacture it will be necessary to 
expand catalytic and thermal crack- 
ing Operations at many refineries. 

In 1942, petroleum companies op- 
erated 460 refineries and more than 
600 natural gasoline plants continu- 
ously with very little new construc- 
tion, the materials used being largely 
confined to essential repairs and other 
maintenance. With crude runs to 
stills to be expanded, those familiar 
with conditions state that refiners, 
aside from their war-production op- 





erations, will have to have more sup- 
plies this year than they had in 1942, 
Changes in facilities will be necessary 
at many plants in order to carry out 
the government plan of reducing the 
yields of motor fuels and increasing 
the yields of the heavier products. 
The large reduction in coastwise 
tanker transportation, owing to ene- 
my attacks on shipping and because of 
the tanker needs of the Allied Navies, 
resulted in considerable new pipe-line 
construction in 1942, part of which 
will not be completed until next sum- 
mer. A 20-inch product line to paral- 
lel the 24-inch crude-oil and product 
line now under construction extend- 
ing from Texas to the East Coast is 
assured and many other shorter lines 
will be needed in order to close, as 
far as possible, the present gaps in oil 
transportation facilities. A new year- 
ly record in tanker construction will 
be established this year. —C. O, 
Wittson, Editor, The Oil and Gas 


Journal. 


Machine Tool Industry 
Soon to Seek New Work 


@ THE MACHINE TOOL industry 
has already completed the major por- 
tion of its job of re-tooling America 
for war, and before the year is over 
will be looking for more work to do. 
This conclusion is based upon the 
record of performance to date and 
estimates as to future war require- 
ments. 

Production figures for the last five 
years are as follows: 


1938 $ 145,000,000 
1939 200,000,000 
1940 440,000,000 
1941 = 775,000,000 
1942 1,320,000,000 
Practically every weapon, ever) 


type of war equipment, requires ma- 
chine tools for its manufacture—an¢ 
for the last three years the industry’ 
entire output has gone for this pur 
pose. Especially significant are the 
1940 and 1941 figures. Most of th 
weapons with which we are fighting 
the war today were made on machin 
tools built before Pearl Harbor. 
The 1942 production total reflect: 
the impetus given the nation’s produc- 
tion program by the actual outbreak 
of war. Upon the machine tool: 
made in 1942 are being built the 
weapons and the equipment designe¢ 
to overwhelm the Axis in 1943. 
The industry’s backlog of unfilled 
(Continued on Page 112) 
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Metal-Working management and production executives have many tough jobs. One of the toughest is to 


ite and 
requite- teach literally millions of workers, many unskilled, the fine art of fashioning planes, tanks, guns, shell and 
i other war equipment at the fastest rate in history. It’s a tremendous educational project, and upon its suc- 
cess depends our future. These men need help . . . need every scrap of know-how industrial editors and 

),000 : : , : em We ae ad - 
yon advertisers can pack into a page. How about your next ad in American Machinist? Will it give the “Pro- 
000 fessors of Production” the textbook data they must have? If it will, they and all America will thank you. 
).000 
),000 

ever AMERICAN MACHINIST is helping you help the war effort by maintaining 
‘es ma editorial concentration on immediate solutions to war production problems; by 
e—an providing a direct line of communication for your advertising to Metal-W orking’s 
lustry’ largest net paid audience of key management and production executives. 
is pur 
ire the 
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When You Can’t Sell, Help Them Service— 
Is the B. F. Sturtevant Policy 


By E. W. ANDROS 


Advertising Manager, B. F. Sturtevant 
Company, Boston 


@ AFTER PIONEERING in the 
development of railway air condition- 
ing, and supplying equipment for 
more than 8,000 railway cars, the 
B. F. Sturtevant Company today can 
not manufacture any new railway air 
conditioning equipment. Even re- 
placement parts for existing systems 
are strictly limited, yet there is every 
reason why present equipment must 
be kept operating at top efficiency. 

Always, the men who must travel 
for Victory should roll along in cool, 
clean, comfort and arrive ready for 
the fight. Also, in the case of many 
cars, to discontinue the air condition- 
ing and depend on natural ventilation 
would require extensive alteration to 
car windows, plus the addition of 
screens and other priority materials. 

To further complicate matters, 
most failures in railway air condi- 
tioning equipment are of a progres- 
sive mature and almost daily inspec- 
tions of vital parts are necessary to 
correct various causes of trouble that 
if neglected would cause serious dam- 
age. Yet this constant inspection and 
prevention maintenance must be car- 
ried on in the face of increasing short 
ages of trained manpower and replace- 
ment materials. 

This is the job that the American 
railroads face—and that Sturtevant 
has pitched in to help them lick. Ad- 
vertising now running in_ railroad 
publications state that Sturtevant 
“considers it a duty and obligation 
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The Sturtevant first aid chart for railway air conditioning equipment lists the most vulnerable 
parts of such equipment and gives the quickest and best methods of servicing it. It is printed 
in black on yellow cardboard. The service tags are designed to be attached to each air 
conditioning unit and reminds service men to inspect them and lists each step to be done, 
providing space for date and initial of inspector. Service tags are printed in red and blue 
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today 


it takes knowing how, and knowing where 
to find out and with what, that counts in the 
thousands of vital war plants and essential 


civilian goods plants. 


That’s why NEW EQUIPMENT DIGEST is do- 
ing such a valuable job in industry... it gives 
its production-minded readers in all branches 
of American industry, the collected facts 
they want in relation to new processes, new 
machines, new materials, new methods... 
the factual data that helps them ‘Beat the 


Promise’ and improve their production. 


NEW EQUIPMENT DIGEST ‘Gets In’”’ to the 
Management and Production Executives... 
the men who make the plans and the ones 
who see that plans are carried out accord- 
ing to schedule ... it works as a monthly 
review of “what's new” in order that the 
largest number of potential users of products 


described may take quick advantage of them. 


NEW EQUIPMENT DIGEST 


Affiliated with the Penton Publishing Company 
PENTON BUILDING + CLE VELASN D., 


O HIO 


NEW YORK: 110 E. 42nd St—PHILADELPHIA: 4618 Larchwood Ave.—CHICAGO: N. Michigan Ave.—LOS ANGELES: 130 N. New Hampshire Ave. 
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to help the railroads maintain ethcient 
and uninterrupted service of air con 


ditioning.” And they are doing just 


that by: 


“Continuing emergency repair of 


equipment Ww hich railroads are un- 


able to service in their own shops. 
“Supplying the helpful Maintenance 
Charts and Equipment Tags shown, 


which simplify and standardize the 


most important jobs. 


Railway Aijr 


call 


Keepin g Sturtevant 


Conditioning Engineers on tor 


iny further help the railroads need.” 

Men in charge of air conditioning 
for each railroad have been sent copies 
Main 


of the authoritative Sturtevant 


tenance Guide for hanging on shop 
walls. It lists the most vital parts 
that require attention, indicate how 
often they should be checked and 


gives the quickest and best methods 


of servicing 


\ supply ot helpful Sturtevant 


equipment has also been sent, 


tags 
one to be attached to each air condi 
tioned cat On one side of this tag 


is a listing and space for recording 


each of the important precautions 
necessary for safe wintertime opera 
tion—such as taking care of Freon, 
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storing compressor belts, cleaning 
heater coils, and covering an inlet. 
On listed all 


vulnerable parts of equipment require- 


the other side are 


ing year-round checkup. As the work- 





I Want This Emblem on YOUR Trailer 
It Is Absolutely FREE to You 
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TRIS PLAN SAS SEEN APPROVED SY TEE ©. 5. TREASURY SEPARTMEFT 


KINGHAM TRAILER COMPANY 


KENTUCKY 


LOUISVILLE 





An attractive red, white, and blue emblem, 
13x13-in. in size, promoting purchase of 
War Bonds is being offered to truck oper- 
ators for display on their vehicles by the 


Kingham Trailer Company, Louisville, Ky. 
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his 


man makes inspection of p- 
ment, he checks off and reco: ch 
item. In this way, no vit “ts 
are overlooked, procedure is li- 
fied, and service men are able vr 
rect various conditions that co re- 
sult in serious trouble betwec n- 
eral overhaul periods. 

For advertisers who have en 
the possibilities of preparing dy. 
concise information on preventative 
maintenance, here is a practical ex- 
ample of how reams of eng ring 
data can be boiled down into helpful, 
usable form. From the wealth of 
information and parts to be covered, 
Sturtevant selected only the most 


practical and essential instructions. 
both the 
ing program and Maintenance Charts 


Presentation of advertis- 
and Tags was worked out by Rickard 
and Company, Inc., advertising coun- 
sel for the B. F. Sturtevant Company. 
And although distributed only a short 
from several rail- 
that this 


of great assistance in handling their 


time ago, reports 


roads indicate material is 
complex job of air conditioning in- 


spection and maintenance. 


More Calendars Go 

Into Circulation 

@ THE calendars shown on this page 
are the last the 194 


calendar review which ran in the tw 


installment of 


preceding issues. These are by n 


means the least attractive of thos 
reviewed this year. The White Mot 
Company, Cleveland, for instance, ha 


a colorful six-sheet calendar, with tw 


= Candee nd 


WE GET 


Nensucoumeat Made Un! Soturtar 


CHE 


ARMY-NAV 





A saving of about 220 pounds of paper per 
issue has been effected by printing this em- 
ploye publication instead of mimeographing 
it, in addition to giving Lindberg Engi- 
neering Company a better looking paper 
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1 = at 60 m.p.h.—its 105 mm. gun specks 
a Se with unmistakable authority to the Axis. 
‘ ered, 
he nost 
advertis- ii 
e Charts : to 
Rickard 
1g coun- 
Ompany, 
a short e 
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a TO Your ADVERTISING 
UT authority into your ads—then add the authority and hitting power 
his page P . r . . . 
« oe. of The Petroleum Engineer. It will carry your message with a speed, im pact 
Cc ¢ ¢ 
the tw and follow-through that only the leading engineering monthly can deliver. 
by 1 
f thos Edited by Mr. K. C. Sclater, and a group of able associates, The Petroleum 
- Mot ° z . owe . ° ~ ° ° 
, bh Engineer is the Textbook Authority of the Oil and Gas Industries. Exclusive, 
KCC Ihe ¢ 
oh te method-type articles make it the reference book of the Engineers, Superin- 


tendents and Foremen...the men who control 83% of the industry's 
specifications ... the men who need information and look to the Petroleum 
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Engineer for it. 


So, 


speak with authority—in an authority —The Petroleum Engineer — 
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KEEP THIS SECTION 
LOOKING NEAT 
KEEP TRASH OUT 
FROM UNDER FEET 
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“War Production News" of B. F. Goodrich Company carried this illustration in a recent issue 
showing some of the results of a jingle contest conducted by the company's good housekeeping 
committee to make workers more conscious of advantages of keeping the plant neat and clean 


Sales Promotion 





months to the page. Full color illus- 
trations show White trucks at work 
on the civilian and war fronts. 


Baker Mfg. 


Wis., features its running water sys- 


Company, Evansville, 
tems with a human interest picture 
of children playing war and the girl 
a refresh- 


giving the “fallen warrior” 


ing drink of water. The caption line 
s “Thirst Aid.” Designed by Bert S. 
Gittins, Advertising, Milwaukee. 


A seascape, “Convoy,” features an 
Columbian 


N. Y. Un- 


derneath the date pad is a story about 


attractive calendar of 


Rope Company, Auburn, 


the painting. 

Clark Bros. Co., Inc., Olean, N. Y., 
has a twelve-sheet which presents a 
variety of striking installation scenes 
of its engines and compressors in the 


petroleum fields. Some of the illustra- 
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=- ~ ~ TWE PEDRICK PRODUCTION LINE 
PLAYS A PART in THE FINAL 





Earn YOUR Share | 
of FREEDOM 3: 
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tions are in full color while others 
re duotones or single colors accord- 
ing to which may best dramatize the 
view. It’s unusual and fascinating. 
The telephone as a hand of the 
nation is dramatized in full color on 
Electric 
illustration is also 


the calendar of Western 
Company. The 
used on other promotional material. 
Implements of war and machining 
operations for them are featured in 
unusual technique on the pages of the 
calendar of The Bullard Company, 
Bridgeport. On two extending sheets 
at the back, 


illustrated in large size and 


two Bullard lathes are 
accom- 
panied by inserted data sheets. 

In addition to the foregoing, Good- 
all Rubber Philadelphia, 


issued its usual twelv e-sheet with large 


Company, 


dates below a panel carrying the com- 
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ne ARE GOING INTC Sesh means Rinick STON 
MOF MILITARY UNIT! eso RINGS! 
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A few of the special posters designed by W. A. Kirkpatrick, manager of advertising and 
sales promotion, Wilkening Mfg. Company, Philadelphia, to impress workers with the impor- 
tance of piston rinas in the war effort even though they do not take form of war equipment 
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pany mame and address 0; 5 
branches, with telephone nun 

The Commercial Shearing and § ‘ 
ing Company, 
large hanger with its name promin- 
ently at the top, 
“We work to 
an Army-Navy 


Youngstown, ©.. . 


followed by e 
pad and slogan, 
tied in with 


banner, all in red, blue, and go! 


Notes 


@ General Radio 
bridge, Mass., offers to buy unused 
parts of its equipment which cus- 


Company, Cam- 


tomers may remove from its units 
which are built into their equipment. 
# American Colloid Division, FE. F. 
Drew & Co., Inc., New York, has 
been assisting the U. S. Maritime 
Service in training civilians for mer- 
chant marine positions by donating 
time, services, and equipment for an 
intensive five-week course in boiler 
feedwater treatment. 

# Westinghouse Electric & Mfg. 
Company, East Pittsburgh, has in- 
stalled record players and amplifying 
systems for providing music periods 
in mid-morning and mid-afternoon to 
keep workers on repetitive jobs cheer- 
ful and smiling and prevent boredom. 
The plan has been found effective in 
and heightening 


reducing fatigue 


morale among the workers. 

# United States Rubber Company 
has released a new sound motion pic- 
ture, “Rubber Goes to War,” 
shows the part rubber is playing in 
the war effort. It is 16-mm., runs 
minutes and is made 


which 


twenty-one 
available without charge. 
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Do Your Paat.. Every Part Counrs 


The illustrations and themes of current ad- 
vertisements of Russell, Burdsall & Werd 
Bolt and Nut Company are being used for 
enlarged posters which the company offers 
all who can use them in plants and offices 
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ls wearing out machinery faster than 
ever before—is building up an enormous 
backlog of equipment needs. 


Needless to point out that the textile industry 
is therefore constantly in the market for the im- 
mense amount of supplies it needs for its current 
production programs, as well as the necessary 
maintenance items required to keep essential ma- 
chinery and equipment in “apple-pie” order. 

At the same time, for all of those manufac- 
turers who have the long range view in mind, even 
while we are busy with the No. 1 job of winning 
the war, it is important to remember (we can’t 
help but emphasize this point in every advertise- 
ment we address to you these days) that the mills 
which are turning out the billions of dollars of 
textiles for the armed forces and civilians today, 
are the same mills which will be called upon to 
turn out the textiles for civilian needs tomorrow— 
you can readily picture the enormous amount of 
textiles these needs will call for. 


So, for you who have supplies or equipment to 
sell to the textile mills today, the textile industry 
is one which is keenly anxious to hear your story 
of just how you can help it with its current prob- 
lems — its current requirements. 


For you who are planning for tomorrow’s 
business — who are mindful of the fact that the 
backlog of orders steadily mounting in the textile 
mills of the country will go to those organizations 
who are coustantly reminding the mills of their 
ability to take care of them —the textile industry 
is anxious to hear your story of how you can help 
it with its preparation plans for tomorrow. 


In these days when personal contacts are harder 
to make — when mill men are busy, day-in and 
day-out — and nights, too— when advertising is 
the main point of contact between mill men and 
manufacturers of equipment and supplies, the ad- 
vertising pages of Textile World become more 
and more the obviously logical means of keeping 
“in touch”. 

And with its circulation at an all-time high — 
with copies going to hundreds of readers who are 
replacing the men who have left for the front, 
and who thus depend on Textile World’s adver- 
tising pages for information of manufacturers 
facilities for helping them, today and tomorrow— 

Textile World at once suggests itself as the 
ideal medium to use for whatever textile industry 
message you are anxious to have delivered to 
“Garcia” —for your sales story—your recognition- 
building story—or your reputation-protection story. 


ai 
Tee will always be a textile industry” for you to cultivate —for business 


today—for business tomorrow— 


And the more aggressive your current Textile World advertising campaign— 


the more constant your advertising contact with the key men in the key mills— 


the stronger naturally, will you make your position in the industry—the more 


secure your place in tomorrow’s big buying programs. 


Rates? 
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Maintain the Commerce 
Regional Field Service 


@ LATE last month the Sub-Committee for 
Commerce of the House Appropriations Com- 
mittee was holding closed hearings on the action 
of the Budget Bureau cutting from the 1943-44 
appropriations of the U. S. Department of Com- 
merce an item covering funds with which to 
operate the regional and district offices of the 
Bureau of Foreign and Domestic Commerce. 
Unless the outcome of these hearings is favor- 
able, the thirty field offices will have to close 
July 1. Thus for the sake of some $430,000, 
business and industry would lose one of the most 
useful services it has in the government, and 
every industrial marketer should act immediate- 
ly to save the service by writing his congressman 
and senators urging retention of the offices. 

The action by the Budget Bureau is clearly 
one of misunderstanding or deplorable ignorance 
and definitely not in the interest of the general 
welfare of business for the duration of the war 
or thereafter. The statutory function of the 
Bureau of Foreign and Domestic Commerce is 
“to foster, promote, and develop the foreign and 
domestic commerce of the nation.” It is the only 
service organization business has in the govern- 
ment. And if ever there was a time when the 
basic functions of the Bureau should be widely 
and freely available to business it is now when 
there is so much confusion and misunderstand- 
ing between government and business. It is the 
only channel through which government may 
obtain an unbiased and comprehensive picture 
of the problems and need of business and indus- 
try on which to base assistance to maintain the 
economic stability of the nation. In relation to 
general business and industry, the regional field 
offices of the Bureau compare with the county 
agents of the Department of Agriculture and are 
of greater importance to the national welfare. 

The first field office of the Department of 
Commerce was opened in 1913. In the summer 
of 1941, twelve Regional Business Consultants 
were added to the staff of each of the regions 
into which the country is divided. Their services 
have been to assist local business men, to keep 
government officials in Washington informed on 
local business conditions, and to stimulate and 
disseminate business research. Thousands of busi- 
nesses have availed themselves of these services 
and have benefited from them. Thousands of 
others should be using these facilities because 
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they provide expert consultation on_ business 
problems free of charge. Business has more per- 
plexing problems today than ever before, and 
will have still more of them in connection with 
reconversion for the postwar era. The assistance 
needed in these matters, both for individual 
companies and for industries as a whole, will 
be available from the regional consultants 
only if the field offices of the Bureau are not 
eliminated July 1. 

Immediate action is necessary for business to 
save its only real service agency in government. 
Write or wire your congressman and senators at 
once to do all possible to maintain the regional 
and district offices of the Bureau of Foreign and 
Domestic Commerce. 


Advertising and 
Paper Rationing 


@ ADVERTISERS and publishers are con- 
fronted with the same situation manufacturers 
have been worrying with for the last couple of 
years—the task of operating effectively under 
rationed raw materials. The problem is a mu- 
tual one and that advertisers are willing and eager 
to codperate with the publishers to mutual bene- 
fit is vividly indicated in the report of a survey 
on the matter published elsewhere in this issue. 

How far paper rationing will go before the 
year is over, no one knows. The effect of the 
first ten per cent cut already has been felt by 
both publisher and advertiser. A cut of another 
ten per cent anticipated for April 1, and a pos- 
sible reduction of the tonnage exemption level, 
would reach many more publishers and _ their 
advertisers. Any subsequent curtailments would 
cause widespread disruption in the publishing 
and advertising fields as a whole. These things 
have happened to other industries and they can 
happen here. Every industry feels it is essential, 
but essentiality is only relative to the most im- 
portant job of the day—winning the war. 

This is no time for wishful thinking by ad- 
vertisers and publishers. It was time to be real- 
istic about the situation six months ago. But, 
better late than never, publishers and advertis- 
ers should get together at once and lay plans 
which may be put into effect under possible 
eventualities without confusion. Possibly the 
report in this issue may be the first draft of 
thought on the problem which may be moulded 
from there on for mutual benefit. 
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QUALITY PRODUCTS responds to 


Ape 


SALES PROMOTION 
of 


THE STEEL INDUSTRY HAS A BILLION DOLLARS TO SPEND 


With business booming, equipment wearing 
out, and supplies being used up rapidly, lron 
and Steel producers need and are buying 
tremendous quantities of all sorts of industrial 


equipment and supplies. They want highest 


AUTHORITATIVE MARKET DATA 


Helpful data on the market for your products 
in this fast-moving industry will be gladly 
furnished by Iron and SreeL ENGINEER. 
Send us information on sizes, capacities, uses, 


quality products — and can give top priority 
ratings. If your product can be used in the 
iron and steel producing industry, you have 
here, strong and vigorous prospects for im- 
mediate sales. 


TO GUIDE YOU 


etc. and we will give you an analysis of 
market possibilities, based upon our knowl- 
edge of the equipment used and needed by 
the industry. 


CONCENTRATION MEANS LOW-COST BLANKET COVERAGE 


With only about 125 steel producing plants 
in the United States, the 3500 net paid copies 
ENGINEER going to 
men, etc. in these 
multiple- 


of IRon and STEEL 
executives, production 
plants each month provide a 
blanket coverage of the men who influence 
buying. Because of its timely, authoritative 


12-time rate for full page. 


NGINE 


PITTSBURGH, PA. 
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and practical editorial treatment of vital 
topics, these (plus 6.04 eatra 
readers per copy) have learned to examine 
Iron and Street ENGINEER for new ideas, 
new products. Ninety dollars per month* 
puts your sales message before the key men 


of INDUSTRY’S RICHEST MARKET! 


subscribers 
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NEED SERVICE ADVERTISING 


To tHe Eprror: In reference to 
the editorial, “Don’t Relax Your War 
Efforts,” in your January issue, the 
conservation of machines and mate- 
rial will be greater this year than ever 
before, since we are obliged to stretch 
our available materials to the utmost 
and to get the last ounce of energy 
out of every machine. 

Industrial advertisers who continue 
to stress service and maintenance 
themes in their copy will help to 
bring about faster and more profi- 
cient service. 

DonaLp M. NELson, 

Chairman, War Production Board, 


Washington, D. C. 


ee ie 
THANK YOU 


To tHe Eprror: At a Chicago In- 
dustrial Advertisers Association Board 
of Directors meeting recently, a mo- 
tion was unanimously passed that the 
secretary write you, conveying their 
thanks and appreciation for the splen- 
did report of the NIAA Victory Pro- 
motions Conference you have pub- 
lished in INpUsTRIAL MarketING for 
February. 

L. J. SCHANZz, 
Secretary-Treasurer, Chicago 
Industrial Advertisers 


Association, Chicago 
~~ ww 
PROFITABLE SUGGESTION 


To tHe Eprror: Last December 
we took The Copy Chasers advice and 
ran an advertisement dealing with the 
labor problem and were surprised 
with the better than average number 
of inquiries. 

Then we dressed up the advertise- 
ment—did away with the number of 
heavy lines and superfluous trimmings 
which somehow have become asso- 
ciated with most industrial insertions. 
Result: three times as many inquiries. 


The fact that Business Week with its 
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better than 125,000 circulation was 
used helped a bit, but even excluding 
this we had better results from the 
industrial journals we had used in the 


past. Needless to say, in all future 
insertions we shall use the simplified 
technique. 

The inquiries from our February 
insertion have commenced to pour in 
—a surprisingly large number from 
presidents, general managers and 
treasurers of 4A corporations. Yes, 
we are sold on the idea of trying to 
make our ads appear as attractive as 
those in the consumer magazines. 
Another thing—they are cheaper to 
produce. 

EMMETT SHELLEY, 

Advertising Manager, Ozalid Products 


Division, Johnson City, N. Y. 
v VY 
DISTRIBUTION TRENDS 


To THI 
your magazine INDUSTRIAL MARKET- 


Epiror: We are finding 


ING invaluable to us in our depart- 
ment and we use it continually for 
reference. You mention in your own 
advertisement on page 134 of the 
January, 1943, issue that you wel- 
come suggestions, comments and criti- 
cism. We certainly have not criti- 
cism to make, but we would like to 
make a suggestion that should you 


consider it within the scope of your 





editorial policy that you publi , 


article or two on the possible post wa; 
trend in the plumbing and heating 
jobber distribution field. 

B. A. Devin 


Sales Research Depart: 
Mueller Brass Con 
Port Huron, Mix 


{Epiror’s Note: A series of a ‘ 
dealing with the effect of the w 
distribution during the war and the 
for the postwar era is on the « 


and will be published soon. } 
=o 


AGAIN and AGAIN and AGAIN 

To THE Copy CHaseRs: May your 
tribe increase! 

Several times you have put the 
“boo” on advertising with which the 
writer was concerned and every time 
—with one exception—you have been 
right. I have written you on occa- 
sions to tell you so, and to thank you 
for your keen, critical, courageous 
and helpful analysis. 

The exception? 

A comment you make in your Feb- 
ruary column headed “More on ‘Tell 
All.” You write: 

If ABP ever made an error it was 
selecting that name it probably should 
be “tell enough,” not “tell all” . the 
advertising should be enough to put the 
reader in a buying frame of mind—-sales 
men and catalog can carry on from there 

I hope you were not deliberately 
pulling your punches when you 
started that sentence with the little 
word “If” and qualified it further 
with “probably.” Despite any and 
all letters such as this one, continue 
to play ’em as you see ’em and let the 
quips fall where they may. Cut out 
the “ifs and probablys.” When your 
readers think you’re wrong they'll say 
so. If they get peeved—to hell with 
‘em. This is still a Democracy, but 
if we ever stop interchanging ideas— 
it'll become some 





right or wrong 
thing else. 
This time I think you are wrong. 
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* Number 1 in a series of advertisements devoted 


to stimulating post war planning action now! 


What Cir’ we going to do 


about our Industrial Facilities 


4 


atter the WA FB e 


® The maintenance and improvement of Amer- 
ican standards of living depend upon profitable 
and low cost production, to insure that more 
people can buy more goods. 

Goods can be produced profitably and at 
low cost only if production and distribution 
facilities are as efficient as modern “know how” 
can make them. 

A huge portion of these facilities are obsolete 
...or are becoming so due to war-time pressure 
on the development of new methods. These in- 
clude factories, freight terminals, warehouses, 
docks, highways, bridges, office buildings, ga- 
rages and department‘stores. 

Obsolescence is a tremendous factor in in- 
creasing the cost of production.Higher costs 
mean fewer sales, hence fewer jobs and lower 
living standards. 

Replacement of these facilities will cost im- 
mense sums. The railroads alone, says Eric 
Johnson, president of the U.S. Chamber of 
Commerce, could profitably spend $10 billions 
on modernization—JF they had the money! 

Why isn’t this money available? 

It cannot be accumulated because of ex- 
cess profit taxes, which take this “seed money”’ 
so urgently needed for post war construction. 
Without it, business will not be able to build 
the most efficient facilities for low cost produc- 


tion and distribution of goods. 


McGRAW-HILL PUBLICATIONS . 


So we suggest that you write your Congress- 
man and remind him that business should be 
permitted to accumulate “seed money” for 
making post war jobs. We further suggest 
that you develop this approach to post war 
prosperity in your own advertising. 

We are developing some further ideas along 
this line through personal interviews with our 
readers. They will be presented in future ad- 


vertisements in this series. 


The Magazines of 
ENGINEERED 
CONSTRUCTION” 





The readers of these publications are a tremendous influence in the 
selection of products used in the construction of 95% of $500,000- 
and-over engineered projects — highways, railroads, bridges, engi- 
neered buildings, airports, sanitation construction, Army and Navy 
projects, shipyards and pipelines. 


330 West 42nd Street, New York, N. Y. 
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Bebody Goes A. 0.0.1. Out There 
Who Are We 
To Take A Lay-Off Here? 





They're “TAKING IT” Out There 


Who Are We 
To Kick About It Here? 





This Is the “Cost Of Living” Out There 
Who Are We 
To Get it For Less? 











SHOOT THE WORKS! SHOOT THE WORKS! SHOOT THE WORKS! 


But, I am glad you brought up the 


point. Our budget doesn’t provide 
for an advertisement in the next issue 
of INDUSTRIAL MARKETING so you've 
helped us out—and in. 

“Tell all,” 


“tell enough,” “tell me not 


“tell something,” “tell 
more,” 
in mournful numbers,” or “Tell it to 
the Marines”— 

Gad Zooks —that this 
should come from The Copy Chasers 


comment 


who were preaching this philosophy 
long before ABP put a label on it! 

From others, yes. We got 'em from 
those who either didn’t read as far as 
page three in the Tell All book, or 
having read that far—didn’t under- 
stand what was written there. That 
was our fault. 

On page three we carefully defined 
what we meant by “Tell All.” We 
repeated this definition seven times in 
double or full page ads in your fa- 
business Surely, you 

have them. 
(Incidentally, when are you going to 


vorite paper. 


couldn’t missed all of 
start commenting on the ads in the 
advertising journals?) 

[Ep. Note: Can they take it?] 

So, just to refresh your memory 
and, we hope, add fuel to the flames 
of this “rose-by-any-other-name con- 
troversy” we repeat here the defini- 
tion as given on page three of the 


Tell All book. It reads: 

Obviously, when we say “tell all” we 
do not mean that any one advertisement 
must carry all of your entire sales story 
“Tell All” simply means that each and 


every advertisement should be given a 
specific and sufficient objective and should 
tell all that the business-minded reader 
needs to know to enable you to attain 
that objective 


So that no suspicious soul would 
get the erroneous idea that we were 
pulling a stunt to persuade adver- 
tisers to use more or larger space, we 
reproduced some fractional page ads 
and pointed out that the Tell All 
philosophy was applicable to any size 
of space the advertisers were using. 

You, yourselves, in the May, 1942, 
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issue of INDUSTRIAL MARKETING, re- 


produced a one-inch two column ad 
as the Tell All ad of the month. It 
was a dandy. 


You, yourselves have done more 


to sponsor, promote, and clarify the 

Tell All philosophy than any one else. 

If you like the Tell All perfume, 

why change the name, unless you’re 

sure it will sell more. 

STANLEY A. KNISELY, 

Executive Vice-President, 

The Associated Business Papers, 

New York. 


fEpiror’s Note: The Copy Chasers 
were not criticising the Tell All principle 
of copy. They were merely again trying 
to impress upon those who still seem to 
be confused by the name, the same points 
referred to on page three of the Tell All 
book to which Mr. Knisely refers. The 
Copy Chasers will continue to advocate 
Tell All copy because it is based on sound 
principles and just good common sense 
and they, perhaps, have taken more abuse, 
publicly and privately, for their uncom- 
promising stand on this matter than any- 
one else. } 
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WORK INCENTIVE POSTERS 


Eprror: Enclosed is a re- 
“W ork- 


To THE 
describing a set of 


lease 





Servant of Freedom 


WICKWIRE ROPE \: 
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Incentive Posters” we have pri 
for factory use. A set of the py: 
themselves is being mailed you att} 
same time. 

These posters were created ii ¢ 
belief that production executiv< 
welcome this means of attacki : 
definite personnel problem, a 


carrying a specific message rather 
than the vague generalities of the 
usual “war poster” in the belief 
that workers will respond to the 


realistic rather than to the merely 
bombastic. 
Epwin C. PoMRANKa, 
The Eddy-Rucker-Nickels Company, 
Cambridge, Mass. 


, = FF 

WRONG WORD 
To THI 
tain to publish a correction in the 


Epiror: Please make cer- 


letter from me, which you published 
in your issue for February. The first 
sentence of the second paragraph 
should read “being done by many 
I did not refer 
or any other agency’s ac- 


smaller advertisers.” 

to “my” 

counts in particular. Nor have I any 

personal axe to grind. It is a general 
observation. 

CHaRLES K. FEINBERG, 
Charles K. Feinberg, Advertising, 
Newark, N. J. 


, © 


DOUBLED INQUIRIES 

To THE Eprtor: I wish I had time 
not only to send you advance proofs 
of each ad in this series featuring 
Boris Artzybasheff, but to tell you 
the whole story of how we are pro- 
moting these ads inside and outside 
our own company and of the aston- 
ishing results we’re getting. 

This particular ad, for instance, 
“Servant of Freedom” is appearing in 
Time, Newsweek, and Business Week. 
We have also adapted the art work 
for our list of approximately thirty 
technical and trade papers which are 
carrying our wire rope advertising 
(see illustration). 

We are sending the proofs with a 
letter and enlarged reproduction of 
the illustration on inexpensive paper 
stock together with a reply card of- 
fering copies of the illustration on 
heavy stock paper suitable for fram- 
ing to our entire list of construction 
customers and prospects and to stat¢ 
highway officials and engineers. 

It might interest you, and possibly 
to know that direct 
business inquiries which come to the 


your readers, 
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attention of this department have 
more than doubled since the inception 
of this series of advertisements, and 
we have filled many thousand indi- 
vidual requests for enlargements of 
the illustration — requests received 
from presidents of corporations, high 
officers in the armed forces, museums, 
art schools, colleges, customers, boys 
and girls, invalids, etc. 

Our agency is Fuller & Smith & 
Ross, New York, and Fred B. Dun- 
can is the account executive. 

Georce L. RANDALL, 

Advertising Manager, Wickwire 

Spencer Steel Company, New York. 
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LIABLE TO SUIT 

To tHe Eprror: Here’s a proof of 
an ad that recently ran in Business 
Week featuring a famous (or is it 
infamous) world-wide figure. Now 
that this ad is actually on the press 
I am somewhat worried. You know 
we agency men are supposed to have 
a written release from any individual 
whose likeness we are reproducing in 
ads, but I just became aware this 
morning that I did not have such a 
release in this case. 

I wonder if I am going to be sued, 
perhaps sent to jail. I know if I am, 
some of my friends in the adver- 
tising world will see that I am sup- 
plied with cigarettes I hope. 

W. D. Linpsey, 

Vice-President, Oswald Advertising 

Agency, Inc., Philadelphia. 


. VV 
WRONG CREDIT 
To tHe Eprror: I picked up a 


copy of the February issue of your 
publication (which | 
reading) and in thumbing through the 


pages, | came across your article on 


have enjoyed 


the visual training program of the 
Carboley Company, Inc., Detroit. 

You certainly did a beautiful job 
of -elling the reason of the program, 
how it came into being and the final 
use of it, and who can use it. 

However, we received quite a let 
down from your story. After months 
of hard work, including planning, 
writing, photography and the many 
other things that go into doing a job 
of this kind successfully; and one, 
said to be the best job of its kind, 
your wonderful editorial gives the 
credit of this job to the Society of 
Visual Education of Chicago. 


Now I ask you, is it kosher? I can 


80 





and only Micrestat can do it! 


MICROSTAT 





Campicte Plant: COAST = COAST + 


| « Mierevtiat Corporation Berweth Cone 


see where the error occurred. The 
projectors were purchased from the 
Society of Visual Education, and that 
is the only hand they had in the pie. 
So, in your best understandable 
English, of which I know you have 
an abundant supply, will you please 
give credit to us guys. Boy, oh boy, 
how we did sweat! 
JouHN Mason, 
Pictorial Studios, Detroit. 
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TRADE ASSOCIATION WORK 

To tHE Eprror: May we commend 
you for your editorial “Trade Asso- 
ciations Can Be More Helpful” in 
your January issue. 

The tendency of so many trade 
association managements to concen- 
trate upon intra-industry activities, 
and especially upon legislative activi- 
ties is, I believe, responsible, in large 
measure, for the regrettable attitude 
of the public toward trade associa- 
tions. 

The average layman believes that 
the trade association strives to in- 
crease the profit of the industry it 
represents by curtailing the industry’s 
services to the public and increasing 
its prices, or by seeking special privi- 
leges for the industry through legis- 
lation. This attitude stems from those 
policies of trade associations which 
imply that interests of the industry 
are somehow incompatible with the 
interests of the consumers or cus- 
tomers of the industry. 

Fortunately for both industry and 
public, farsighted 


the consuming 


trade association management co: 
trates its efforts upon those objec: 
which are not only economic, 
also socially justifia| 
The executives of such associa 

realize that, just as their individual 
member firms cannot afford to p 


sound but 


’ policies which will impair that firm’s 


asset of consumer goodwill, it is jn). 
portant to the industry as a whole « 
cherish the respect and confidence of 


the public. 


As a matter of fact, the consuming 
public has benefited as largely from 
the achievements of the better man- 
aged associations, as the industries 
those associations There is 
hardly a commodity in general use 
today which does not reach the con- 
sumer in more convenient form and 


serve. 


at lower cost as a result of the purely 
voluntary standardization 
of trade associations. 


activities 


The trend in trade association work 
is increasingly toward better public 
relations, and that, of course, involves 
improved consumer service. But an 
occasional prodding, such as your 
editorial conveyed, will enhance this 
trend, and thus contribute consider- 
ably toward the preservation of pri- 
vate enterprise. 

FinpDLEY M. TorreENCE, 

Secretary, The Ohio Association of 

Retail Lumber Dealers, Xenia, O. 


ee ee 


STANDARD RATE CARDS 


To tHE Eprror: While the indus- 
trial magazines are curtailing paper 
and don’t have to do much selling 
I wish they would improve their 
leisure hours by standardizing rate 
cards as to size and arrangement of 
data so that advertising men can file 
them away for faster reference. 

I. A. Hunt, 
Manager, Sales Promotion and 
Advertising Department, 
Federal Products Corporation, 
Providence, R. I. 


. FY 


FROM THE SOUTH 


To tHe Eprror: I am not given 
to “Polyanna outbursts.” Your Feb- 
ruary issue is, however, so darn good 
I want to say: Congratulations for 2 
fine job. 

Freperick H. WALDRON, 
Counselor, Public Relations- 
Advertising, Gadsden, Ala 
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of manpower shortage, FACTORY carries 
articles showing what to do about the man- 
power situation, at the same time that the 


newspaper headlines are appearing.) 


Plant Operators must know what na- 
tional policies affect them, how they affect 
them, and what to do about it. 


In addition, plant operators need quick 
reporting of the latest developments in 
plant equipment and maintenance. 


FACTORY answers these needs with 
‘“Hownews” editing. That’s why more people 
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in the Plant Operating group pay to read 
FACTORY than any other publication. 


Advertisers were coming into FACTORY 
in increasing numbers because they found 
readers prepared and eager for informa- 
tion on how to use their products and 


materials. 


In both editorial and advertising, the 
key to Industrial action is “Hownews.” 
That's why FACTORY carries more pages of 
advertising addressed to Plant Operators than 


any other publication. 


THE MAGAZINE 
OF “HOWNEWS” 
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Labor-Management Committee Signs Ads 


@ THOMPSON PRODUCTS, INC., 
manufacturer of automotive and air- 
craft Cleveland, has launched 
its 1943 


adv ertisements 


pat ts, 


campaign with a series of 


which strike a new 


note in institutional type of adver- 


running the messages over 


tising by 


the signature of “War Production 


Drive, Labor-Management Commit- 


tees of Thompson Products, Inc., and 
Aircraft Com- 


Thompson Products 


pany.” 


It is believed this is the first time 
the signature of joint labor-manage- 
ment committees has ever been used 
in a national campaign. Details of 
this unusual series were worked out 


Witt, 


by Fred advertising manager 


of Thompson Products, Inc., and E. 
R. Preble, account executive, The 
Griswold-Eshleman Company, Cleve- 


land agency. 
The copy of these full page adver- 


tisements, which will run in national 


FiBAEING 
\ rE: Uh) 


BuStRS 
Directory 


1943-4 





A Page Aduertisement in this 


DIRECTORY 


solid year for less than 40¢ per day 


The HEATING and VENTILATING 
BUYERS’ DIRECTORY for 1943-1944 
is compiled and edited with intimate 
knowledge of the air conditioning. 
heating and ventilating fields. Its 
purpose is to make instantly avail- 
able the sources of supply of equip- 
ment needed by engineers and con- 
tractors in both government and pri- 
vate establishments. With practical- 
ly 100% of air conditioning, heating 
and ventilating products going into 
buildings and appliances required 
for the War Production Program. 
there is scant time available for 
seeking out by peace time methods 
the manufacturers of the various es- 


sential products needed. The HEAT- 


ING and VENTILATING BUYERS’ 


DIRECTORY is an absolutely up-to- 
date compilation of products and 
their manufacturers’ names and ad- 
dresses. It is arranged so that ref- 
erences can be made quickly and 
easily. 


As an advertising medium, it is one 
of the most effective, yet inexpensive 
means of keeping your products, your 
services and your name before the 
specifiers and buyers of air condi- 
tioning. heating and _ ventilating 
equipment. A full page advertise- 
ment figures out less than 40c per 
day! Smaller space at proportion- 
ately lower cost. Advertisers’ names 
are listed in bold face type—non- 
advertisers in light face. 


To be issued in September, 1943 


HEATING and VENTILATING 


148 Lafayette Street 


New York City 
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Bubble scan cost healtl ‘ 


pam pei Iie 


Individual workers’ efforts in producing vital 
parts for fighting equipment keynote the 
1943 campaign for Thompson Products, Inc., 
whose messages appear over signature of 
company's labor-management committee 





publications and in_ business 
covering the aviation and automobile 
fields, explains the broad application 
of Thompson parts in war and stresses 
individual 


papers 


the importance of the 
Thompson worker in his job to help 
produce the thousand and more dif- 
ferent Thompson precision parts that 
go into planes, tanks, PT boats, tor- 
other war 


pedoes, trucks and 


equipment. 


army 


some ol 


Four-color paintings by 


the country’s most prominent artists 
illustrate the series and strikingly em- 
phasize the value of various Thomp- 
son-built parts in helping win vic- 
tories on the fighting front. 
Enlargement of the advertisements 
are supplied as morale-building pos- 
ters to all personnel departments of 
the greatly expanded Thompson or- 
ganization which has plants in Ohio, 
Michigan, California, and Ontario, 
Canada. Reprints and posters are 
also widely distributed to Thompson 
jobbers throughout United States and 
Canada for use in windows and store 


displays. 


OCD Issues Fact Sheet 
On Plant Protection 


A “Plant Protection Fact Sheet” 
taining the highlights of a booklet entitle: 
“Passive Protection for Industrial Plants 
recently issued by the United States Office 
of Civilian Defense, has been prepared by 
the editorial section of the OCD, under 
Randolph Feltus, chief. In addition to a 

‘Suggested Organization Chart for Passive 
Plant Protection,” the fact sheet contains 
an outline of the personnel managen 
and organization and the physical insta 
tion or construction necessary for 
protection. 


| 
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ORDNANCE 
PRODUCTION 


The April issue of MACHINERY will be designated as the ORDNANCE 
PRODUCTION NUMBER. It will contain the latest information avail- 
able from plants chosen by the Ordnance Department for having 
accomplished some of the most outstanding jobs in the way of pro- 
duction and methods. The data is based on the first-hand 
observations of MACHINERY’S editors, illustrated by photographs 
taken especially for MACHINERY and under direct editorial super- 
vision. Among the subjects covered in this up-to-the-minute report 
on ordnance production in April MACHINERY will be the manu- 
facture of small-arms ammunition in a huge new plant; the forging, 
machining, rifling of gun tubes and manufacture of breech 
mechanisms for tank and anti-tank guns; the production of 155 mm. 
shells from forging through finishing; the forging of the latest type 
90 mm. armor-piercing projectiles; the newest method for manufac- 
turing bombs on a mass production basis; and the manufacture and 
assembly of anti-aircraft gun mounts. All of the ordnance information 
contained in April MACHINERY will be arranged and presented in 
the clearest possible manner, so that other manufacturers confronted 
with problems of ordnance manufacture can use it as an easy 
reference, and as an aid in achieving their own production goals. 


MACHINERY, 148 Lafayette Street, New York. 
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—yes—down a bit.—sov 
What can you do about it? 
bleed pages, a movie or ¢ 


Advertisers Visualize the Difference in Bosses 


@ HOW the viewpoint of the boss A Stupy or CONTRASTS 


where are you ? See you at 
can influence the work ot the adver- OR . 


on Friday. So long. 
tising manager, and his professional How THE INvisiIBLE BOUNDARY hee 
: i . = (A nock at the door 
development, was dramatized in a Reatty Works . , 
nae A. M.: Come in. 
two-act skit at a recent meeting of Scene is laid in an American indus- “ i" ; 
. : : <p PRESIDENT: That was a good p: 
the Industrial Advertising Associa- trial plant. The advertising manager niet . 
- Pe, tation you made Mr. Mercla 
tion of Ontario. It is presented here is seated at his desk, cigar in mouth, A.M: 
through the coéperation of J. A. M. his appropriation of $500,000 has 


Galilee, assistant advertising manager, just been passed by management. 


Not my own, Boss— 
from our last NIAA meetin, 
Pres.: I’m glad you belong to that 


Canadian Westinghouse Company, ADVERTISING MANAGER (on _ tele- ; , 
outfit. It certainly pays our divi- 


Ltd., Hamilton, Ont. phone). Yes, Bill—it’s been passed 
dends—you should have seen the 


way the directors swallowed it. 
What I dropped in to say was: Get 
out, old man, and see the field— 


FROM THE TOP ENGINEERS WHO APPLY FOR MEMBERSHIP IN THE wineer in Plocida, spring in Maia 
AMERICAN SOCIETY OF CIVIL ENGINEERS 92.4% ARE ACCEPTED™ land, and then you'll be ready for 


our dealers convention in Havana 
in June. Pass all that detail to 


Blung and Boobycum. 


Protect your name in A. M.: a handsome of you, 


Pres., couldn’t leave these 
layouts to George. 
e e Pres.: Take George with you—we'll 
this essential ma rket never miss him. 
A. M.: There is one thing I would 
like to ask. 
Pres.: What’s that? 
Protect your name among civil engineers. They A. M.: My salary—you promised me 
an increase this year. 
Pres.: Didn’t they give it to you? 
Alaska to the Solomons. They are the civil A. M.: It must have been overlooked 
Pres.: What are you making now? 
A. M.: Only $800 a month. 
our Armed Forces. Pres.: Slave labor. I’m really sorry; 
; —_— : we'll double it. Well, good-bye— 
Civil engineers are essential in war. They will see you in Havana. 


are active on every big wartime project from 


engineers in uniform directing construction for 


be more essential in peacetime reconstruction— — 


your important postwar market. The Scene is laid in Canada—Ofhce 
of a Canadian president. 

Pres.: (Presses button—s peaking into 
market place your product or institutional ad- office inter-communicating system) 
Send Mr. McCrimsett in here. 

A. M.: (Enters shaking, stammer- 
which they rate highest and read first. Reach ing) — GGood-MMorning Mr. 

the essential of 92.4%,*. JJJones. 7 

Pres.: Sit down Mr. McCrimsett. 
It’s about your budget. Look here 
—do you think we’re made of 


For complete coverage of the top men in this 


vertising in the pages of the one magazine 


money ? 

A SELECTED A. M.: Not exactly, Mr. Jones— 
AUDIENCE OF Pres.: Then why did you actually 
SPECIFIERS suggest that we take six half-pages 


in Modern Machinery News. Man, 
AND BUYERS | 


don’t you know that we have 

NY at sell four corn huskers to pay for 
-. that advertising? And then— 

; A. M.: But Mr. Jones, I am trying 

to build a market for the future 


“Civil Engineering - 33 West 39th Street, New York, N.Y. T= Gallop Poll 


Pres.: Don’t speak to me of the ‘ 
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ised me 


you? 
ke MI »ked, 


ow? 


sorry; 

-bye— *The record — Aviation gained 953 pages of advertising in 
1942 over 1941, the largest page gain of any U.S. monthly 
publication, biggest by far of any aeronautical magazine. Total 
pages in Aviation in '42—2585—excluding classified. Number 
1 among al! publications was the weekly Jron Age with « 

Office 1279 page gain, followed closely by McGraw-Hill’s bi-weekly 
American Machinist with 1188 pages gained. Aviation was 
3d in page gains for the year among al! publications, weekly, 

g into bi-weekly, monthly —consumer or industrial. (Figures quoted 

stem) from Industrial Marketing.) 

2. 


mmer- 


A NEW BOOK TO AID YOUR MARKET PLANNING The oldest American aeronautical magazine 
is now available without cost to inter- 
ested sales and advertising executives. 


A factual, informative and unusually 
comprehensive study of the aviation 
market today, and tomorrow. A guide 


to the important buying influences to 
consider in your selling and an invalu- A McGraw-Hill Publication 
able help in measuring the sales possi- 332 West 42d St., New York, N. Y. 
bilities for your product in this huge 
and expanding market. Plus complete 

editorial, circulation and advertising information on Aviation, to 

help you plan a thorough-coverage advertising program. A re- 

quest on your business letterhead will bring your copy of this 

book promptly. Address Aviation, Marketing Division. == 


AVIATION — INFORMATION HEADQUARTERS FOR THE MEN WHO DESIGN, ENGINEER, PRODUCE. OPERATE AND MAINTAIN AMERICA’S AIR SUPREMACY 
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lop Poll—we’re different in Canada. 
Averages don’t apply to us, thank 


God— 
A. M.: No, Mr. 


yes—Mr. Jones. 


Jones—I—mean 


Pres.: And cut out your traveling 
McCrimsett Well, 
you can take a Yonge street car to 


(relenting). 


the northern Illinois limits once in 

a while. It’s surprising how much 

one can observe from a moving 
street car. 

A. M.: And what about the rest of 
the appropriation, Mr. Jones? 


PRES.: 


You can cut everything fifty 





The Cycle of Buying 
Influence 
includes the 


General Manager 





that help them d 
better and faster. 
sdiv 


DIE J RNAL react 


editor 


Mme TOOL & Olt 


- 
vu 5 , 8 
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per cent — times are going to be 
awful tough around here by next 
year. And by the bye—quit going 
to those NIAA meetings, they’re 
getting a bit too radical — great 
spenders. 

A. M.: But Mr. Jones, President Mer- 
clackens’ is going to be the speaker 
tonight, please let me go—lI’ll drop 
in after the dinner to save on that. 

Pres.: That’s downright thoughtful 
of you McCrimsett, I'll go along. 

A. M.: It’s too kind of you, sir. 
Would you like to take in the en- 


tertainment? 





GENERAL 
MANAGER 








PRODUCTION 
MANAGER 


JOURNAL 


yet U uv Ant 


Pres.: Entertainment? 
Here—lead me to it. 


(Both leave the office toget 


What 


ENVOI 

INDUSTRIAL MARKETING’s p 
Chasers griped our souls aft he 
NIAA Conference held in Toro it 
1941, by saying: “Canadians a if 
ferent—Oh, my gosh—see their ads’ 
—or words to that effect. Anyway 
a country of eleven million pk 


divided 


scattered over waste areas across the 


geographically—ethnical|y— 


eternal snows—mountains, | — 
thinking politically in tightly bound 
boxes bequeathed by their grand- 


parents—mixing day by day with the 
polyglot peoples who have sought a 
Canadian home just in time—yes— 
Canada is different, but the day is 
dawning when the opportunities of 
adversity arising out of world chaos 
will bring to her a measure of pros- 
perity that will make Mr. Merclackens’ 
budget look like one of our new duo 
decimo nickels. 


Free Films Source Directory 
Ready for Distribution 


A new, up-to-date “Free Films Source 
Directory” has been published by the 
DeVry Corporation, Chicago, and is ready 
for distribution. The current issue of 11) 
pages lists more than 1,300 films availabk 
free to schools, clubs, churches, hospitals 
shut-in institutions, civic organizations 
and other non-theatrical audiences. 

Among the new free film subjects listed 
are current wartime films on armed forces 
wartime production, shipbuilding, aviatior 
and vocational training. Each film is de 
scribed and classified as to subject. Othe: 
information includes type of film, whethe 
sound or silent, 16-mm. or 35-mm., num 
ber of reels, footage or minutes of running 
time, and the name and address of the 
sponsors or distributors. Copies are fifty 


cents. 
Edward T. Clissold Dies 
Edward T. Clissold, president, Bakers 


Helper Company, Chicago, died Feb. 2 
at Lakeland, Fla. Born in Chicago 1 
1873, Mr. Clissold was the eldest son of 
the late Henry R. Clissold, founder of 
Bakers’ Helper and editor until his re 
tirement in 1919, when the son carried 
on. Both father and son were widely 
known for their contributions to the 
advancement of the baking industry and 
support of bakers’ association work. He 
is survived by his widow and three chil- 
dren, among whom is Paul E. Clissold 
vice-president of Bakers’ Helper ( 


pany 


Bridgeport Brass Names 
Zender Sales Manager 


Austin R. Zender, director of prior 
has been appointed general sales man 
Bridgeport Brass Company, Bridge; 
Conn. A. Dean Merwin, general 
manager, fabricating division, has be 
director of fabricating sales. 
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C'Est La Guerre 


And so the time will soon be here 
when the space peddler arriving in 
your ante room will be welcomed with 
into 


open arms, ushered, immediately 


your private office, dropped gently 
into your most comfortable chair, 
offered your boss’ best 
benificently beamed upon. 
Three 
Well, it’s all 
and publishers are go- 
with 


seegars, and 
guesses “how come?” 
because the paper 
squeeze is on, 
ing daffy trying to codperate 
Uncle Sam and keep all the custom- 
One of the first things 
is that 


ers content. 


it means, of course, lot of 


advertising ain’t going to get done. 


A high percentage of it would have 
helped the reader, and the advertiser, 
and the war effort, but there’s no use 
being maudlin about post-mortems. 
Instead, let’s look at the advertising 


that will be done. 


[To nail down the case for paper 


rationing as it affects the advertiser 


and agency, it means simply that both 


have a bigger responsibility than 
they've ever had before to use their 
platinum-precious space judiciously, 
constructively, helpfully. It’s as 


igh publishers said to advertisers 
should), 
ten other people want that page you’re 
in May. 
I flags, 
mic... OF else.” 


1 they “Listen, chum, 


Better steer clear of 


ente rtainment, or anything 


That shouldn’t Cer- 


} 


niy it 


scare you. 


doesn’t mean you have to 


the war all in your series of 
It is best interpreted 
advertiser, the Railway 
Industrial Engineering Co., said 
cently on the 
sert 
JUESTION 


how can 


hest? 


ive pages. 
what one 
page of an 


front 


With all hearts in the 
R&IE advertising serve 
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6. K. 


SERTED 


Advertisers are Helping the War. . 


Called “Stature” , 


PULELILE re saw aut 


SRsnannanes: 






ECONOMICAL! 


ANSWER: By straight, 


time saving, 


giving you 
consistent working data on 
R&IE products and making it easy for 
CHECK THE FACTS. Consistent 
this pro- 
gram is streamlined to bare essentials for 
immediate and future use 


you to 
with War Production efficiency, 


How do other advertisers answer 


that question. Suppose we check 
terms of actual advertising perform- 
ance 

Allis-Chalmers—Page headed, ‘‘Neg- 
Motor and You Sabotage a 
Easy-to-get-into, brightened 


lect a 
Motor!” 
up by inviting and explanatory car- 
toons, and containing several valuable 
hints on motor maintenance, it cer- 
tainly justifies its space. 

Van Norman Machine Tool Com- 
pany—‘‘Operators Always Have ‘Con- 
trol of the Situation’ on Van 
Norman Ram-Type Millers,” 
pager. We'll buy it for its fine right 
hand page with an illustration of a 


a two- 


milling machine and its features care- 
fully pointed out. 


1943 


How Some Industrial 


Something 


Effective Use of Small Space 


Lyon Metal Products, Inc.—A 
page, “LYON Takes to the Air” 
which is highly informative as to this 
company’s work and facilities in the 
aviation field. It sticks in our minds 
pretty clearly that Lyon is one out- 
fit that has used advertising awfully 
well over a traditional period from 
its pre-war products to its subcon- 
tracting war work. 

Universal Atlas Cement Company 
—Fine page this, “How Consolidated 
Aircraft Gets 61° More Light 
Right Here (photo of riveter work- 
ing on underside of wing) . : . and 
20% More Light Here (man work- 
ing on a vertical surface).” This is 
telling about the usefulness of Atlas 
White Cement floors with beaucoup 


owner-benefit emphasis. 


Steel Company— 
“quickie,” and 


% Firth-Sterling 
This is what we call a 
a great advertisement it is, too. Head- 
line, two pictures and six little copy 
blocks do the job. It’s our first win- 
ner this month, and here’s why. Head, 
“Firthrite Points the Way to Save 
Alloys.” First illustration, large pair 
of hands holding a high-speed steel 
cutting tool colored pink to show 
diffusion of alloy. Copy points out 
extravagance of this solid alloy tool 
trying up from one to one and a half 
pounds of scarce alloys. Picture num- 
ber two—a Firthrite cutting tool re- 
produced in gray with a-small red 
tip. Copy explains economy of this 
—tip is Firthrite sintered-carbide 
steel brazed to plain steel 
shank, containing only grams instead 
of pounds of scarce and essential al- 
loys. We've seen few ads as useful 
and well-handled Good think- 
ing, C. F. Hoffman, advertising 
manager. 

Monsante Plastics—This page shows 


carbon 
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Theodore H. Marvin, advertising manager, Hercules Powder Company, right, receiving the 
certificate of Industrial Advertising Man-of-the-Year for 1942, as designated by The Copy 
Chasers. Ralph O. McGraw, editor, “Industrial Marketing,” made the presentation last 
month at an Eastern Industrial Advertisers meeting. Graham Rohrer, president, seated 


Fibestos, 
“Monsante’s tough, durable cellulose 


a product application of 


acetate.” Shows how its use im- 
proves the efficiency of an industrial 
dust mask. Shows the product in 
use, then a large illustration of it with 
detail indicated. Good, constructive 
advertising by a raw material supplier 
with imagination. 


Babcock & Wilcox 


pany —‘‘Man-hours for 


Tube Com- 

re-tooling 
save man-days in production” is the 
lead into three little case studies on 
how B&W tubing helped . . . in the 
case of a tank part, an aircraft en- 
gine part, an aircraft manufacturer. 

Metal & 
Substitution being so important, this 
page stands up well. “When Forg- 
Unavailable—Use Thermit 


Welding,” suggests the headline. Dia- 


Thermit Corporation.— 


ings are 


grammatic illustration shows the fab- 
rication of pipe flange joint by Ther- 
mit welding. Copy points out prac- 
tical advantages. 
Rohm & Haas Com pany—"We 
couldn’t buy it—so we built it!” is 
the intriguing headline over a color 
page and stresses R&H’s comprehen- 
sive laboratory setup available to tex- 
tile men with problems involving 


The clean R&H stylized for- 


mat helps, too. 


yarn. 


Cast Iron Pipe Research Associa- 
tion—Based on the homely principle 
that when you're working for war 
and can’t serve all your customers, 
you ought to at least be good enough 
to let them know what’s going on. 


94 


This adds up to a great spread: ‘‘Re- 
spectfully Submitted: A report to our 
including Uncle Sam,” 
forthrightly and 
account of the 


Customers 
says the headline 
there 


group’s war jobs, a promise to old- 


follows an 


line customers who have been wait- 
ing, well-phrased with, “The clouds 
of war have a platinum lining.” The 
last paragraph, too, is distinctly on 
the upbeat. Referring to pipe made 
to a new “A.S.A. Law of Design,” it 
says, “We are now making cast iron 
pipe according to this new Law of 
Design—the most modern of all pres- 
sure pipe for water, gas and sewer 
mains—with all the inherent virtues 
of the cast iron pipe you have pre- 
This is pipe worth wait- 
ing for if your requirements for per- 


viously laid. 


manent installations, can possibly be 
deferred. We repeat—pipe worth 
waiting for.” 

The Edwards Valve (~ Mfg. Com- 
pany—Here’s another good “report” 
—a page, “A Report on the Steel 
Valve Outlook.” With the author- 
ity of an editor this discusses such 
pregnant subjects as, “What About 
Deliveries?”—“‘How About Repair 
Parts?” —“Simplification Cuts Inven- 





tories, Speeds Shipment”’—etc. 
Rockbestos Products Corporation— 
Good going here on product detail. 
Head, “Slit It Open and SEE the 
Difference,” is picked up by picture 
of hand with open penkife, pointing 
into four halftones of a piece of cable, 
the first with the outside braid cut 


through, the next cut through -h 
second layer of insulation, etc p) 
under each gives “whys and re 
fores.” [See IM, Feb. °42, p. 

Van Dorn Electric Tool ¢ n 


—Another good straight ict 
page, “New! Van Dorn ‘plast ril 
—with more power per pou: lar 
ever before!” Illustrations of ra 
models, another illustration the 
product broken apart to show hoy 


plastic is cast. 

The Medart Company—Another 
“on-the-nose” piece of product copy, 
“Five Points of Superiority—the new 
Medart 2 & 2 Universal.” The five 
points are attractively identified and 
explained across the top of the page, 


short copy block, picture of machine 
do the buttoning up. 
Burndy — More product stuff — 


“Burndy Hylugs have been specifical- 
ly engineered for aircraft wires and 
cables from No. 22 through 4/0 str.” 
Fine little pictorial strips in center 
of page showing how “The Hylug 
can suffer no faulty installations by 
inexperienced people.” Lower por- 
tion of page selling, “Split-second as- 
sembly with Hypress,” a device for 
working the lugs. 

% Independent Pneumatic Tool Com- 





The Copy Chasers’ 
Principles 
@ THE COPY CHASERS base 
their criticism of industrial ad- 
vertising on the following basic 
principles, which they use in 





their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- | 
memberable. 

2. An intriguing headline—not 

just tricky—logical to the 

sales idea, and promising 


enough to make _ reading 
worth while. 

3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su 
periority—readable, human. 

4, Copy expressing the prod 
uct’s qualities in terms ot 

benefit to the purchaser— 

but nothing exaggerated, 
nothing boastful, nothing th: 

salesman himself would b 

ashamed to say. If necessat 


—good solid “reason-why. 
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METALS anv ALLOYS 


The Engineering Magazine of the metal- 


producing and metal-working industries 


SHOWS 5 YEARS OF CONTINUOUS 
SHARP CIRCULATION INCREASES 





1942 UP 26% over 1941! 
1938-1942 GAIN 3007! 


Many magazines can show gains in circulation 
for 1942 — but few in the metal industries field 
can point to five years of substantial and uninter- 
rupted reader-growth ... with every reader a 


voluntary, paid subscriber. 


METALS AND ALLOYS, by its steady, job-useful 
editorial content, has built an engineering fol- 
lowing in the metal industries that will last as its 
readers turn from key War Production jobs to 
vital roles in Post-War buying specifications and 


manufacturing problems. 


M&A reaches the readers who mean Results 
for you. Necessary cuts in paper consumption 
may soon bring a ceiling in advertising volume 
accepted. Get in your space reservations now! 
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METALS and ALLOYS 





THE ENGINEERING MAGAZINE OF THE METAL INDUSTRIES 


© REINHOLD PUBLISHING CORPORATION - 330 WEST 42nd STREET - NEW YORK @ 





INDUSTRIAL MARKETING, March, 1943 












here’s 


pany — We like winners so 
another, a two-color spread that falls 
in this “product” group. Presenting 
product user benefits (the good old 
“Plus-l’s’’) it “How Light, 
Powerful Thor Air Tools Speed All 


These Major Construction Jobs!” Re- 


States: 


mainder of the two pages is broken 
up into panels—‘Faster Rock Drill- 
ing!""— ‘Faster Demolition!” — etc. 
Each is illustrated and carries a con- 
cise listing of benefits. For example, 
under “Faster Demolition!” we have, 
“Specially designed cylinder gives full 
effect to every hammer blow. Extra 
long piston hammer prevents scoring 
of piston and cylinder walls.” And 
so on. Complete, comprehensive 

and we compliment Royce E. 
Wright, IPT copywriter and as- 
sistant sales promotion manager, 
for cooking it up. 

To kind of pull these random com- 
ments together, we have good adver- 
tising like Rocky Mountain Steel 
Products’ “One Girl replaces 6 men 

with the Electric Pony Express.” 

Westinghouse’s “War Plant Distri- 
bution System Is Engineered to Con- 
serve Materials. Results: 6400 pounds 
of Copper saved.” Shake proof, Inc., 
saying, “Easy to Install” about its 
cowl fasteners and proving it with 
pictures. And at least three excel- 
Atlas 


Cement’s, “How to Store 





lent “How to” advertisements 
Lumnite 
Lumnite’’ — Socony-Vacuum’s “How 
to Solve 
Correct 


Engineering’s, 


Operating Problems with 
Lubrication’ —Cuno_ Engi 
“How to keep fluids 
continuously clean without costly in- 


terruptions.” 
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* Faster Pumping 
wet er fee ome 


ZF swoet teavel, tusuiar 
VALVE BOOSTS OUTPUT SPEEDS wore 
An Exclesive feetere of 


Ther Air Tools 








FOR CONTRACTORS 





Look these over carefully. These 
aren’t necessarily the best of wartime 
advertising, and the collection is far 
from complete. But there’s an an- 
swer here to your own problem, and, 
even more than that, a reminder of 
the big responsibility now resting in 
your use of white space. Use it wise- 
ly, and use it well. C'est la guerre! 


Something Called “Stature” 


We are constantly harping on the 
tremendous versatility of advertis- 
ing. A review of this little depart- 
ment back over just a few months 
will quickly demonstrate the wide 
variety of ways it can be used 
is being used. A study of the fine, 
helpful material put out by ABP and 
a number of publishers will give you 
more of the same. Once your objec- 
tives are cleanly defined there is al- 
ways a way to use advertising effec- 
tively to help achieve them. 

One of those many ways advertis- 
ing can be used is to build sfature. In 
bygone days they used to call that 
prestige advertising, but what we're 
talking about isn’t quite the same 
breed of cats. One example we re- 
call seems to epitomize much of that 
prestige stuff. It’s a story we heard 
several times about a certain first-time 
visitor to a New England machine 
tool plant who, upon seeing the 
smallness of the manufacturer’s plant, 
remarked with astonishment, “Why— 
from your big two-page spreads in the 
business papers I always thought your 
plant covered acres!” 

Now that maybe good or bad, but 
anyway, what we're talking about is 





not a kind of advertising tha: ke \ 


you look bigger or better th 0 
really are, but a brand thai hy 
you look as great as you actu. 4 
be. And that, obviously, doesn m 
about through fancy adject 0 
chest pounding. We'd say it .-oy 
from vision, unselfishness, int ent 
interpretation, courage. But te 


than the talking of these thing ul 
be to show you a shining exa: 


% Here it is. It’s that Avstin 
Com pany spread, “Opportunity Beck- 
ons around the World.” We didn’t 
pick it first, Raymond Clapper did 
We wish we had, and we think we 


would have. Anyway it puts long 


pants and square shoulders on adver- 
tising, and makes you proud to be 


in the business. It’s a statesmanlike 


advertising conception—broad gauge 
and . . . well, listen 


Only the wide world can contain the 
explosive opportunities of today’s inven- 
tions 

Oceans and mountain ranges are ceas 
ing to be geographical barriers; new ma 
terials foreshadow tremendous industrial 
advances; and even the traditional values 
of agriculture are changing with the new 
importance of industrial crops 

Businessmen and statesmen alike are 
recognizing that, throughout the world, 
the horn of plenty need not be a mirage; 
it can be made real by the vision, ex 
perience and initiative of active men of 
good will 

To benefit from vast reservoirs of raw 
materials and huge undeveloped markets 
in all corners of the globe, many coun 
tries will need modern plants such 3 
Austin is designing and building to help 
War production. They will need ar 
ports and terminals, ore processing an 
metal working plants; chemical and food 
processing facilities and integrated uti 
ities . . . even new cities will rise wit 
modern civic, commercial and industri 
establishments.” 


There’s more—a facing page, to 








example, showing an enlarged map 0} 
India and documented with an inven 
tory of that little-known country’ 
Better get a copy of th 
if you haven’ 


resources. 
ad and read it 
already. Last we spotted it was it 
Feb. 15 Time. 

So, to the complimentary remark 
of Ray Clapper and others we want 
to add ours, and to congratulat 
A. H. Meyer, advertising man- 
ager, for a job we would have 
been mighty proud to _ have 
shared. 


Don’t misinterpret this enthusiasm 










‘NG 


of ours. The last thing we mear 
is that everybody and his brother 
become ‘“world-conscious” in theif 


- aes x 4 
advertising. Austin did it, very prop- fa 
; , = 
erly and logically, because its marf- D> 
° 


- 
» 


kets are worldwide. Your horizons 
may be bound by the United States, d 
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Memere USEFUL COPY-DATA THAT WILL HELP YOU MAKE EVEN MORE EFFECTIVE 


a mirage; 
s1i0n, ef 
men of 


USE OF YOUR WARTIME ADVERTISING SPACE IN PRODUCT ENGINEERING. 











; of raw 

markets 
ly coun 
such x Which materials shall I select . . . what fabrication Interview Analyses — A copy handbook that tells, in 
t hels . ‘ ; : - . ' * - - 
ocal ps process . . . what type of drive . . . pneumatic or hy- their own words, what product engineers specifically 
ing an draulic control .. . which motor . . . what corrosion- | want to know about your materials, your mechanical 
- food resistant — ... these pracy ga of other — and electrical parts, your finishes. Copy themes are 
ed uti tions must be m ery day by pro ngineers de- . . . 
hon wl oe ee ny ee eee listed in convenient tabular form. 
4 signing essential machinery and armament. 
Gustri . : 

You can he hem — jus h itors ar ing - ° . 
elp — Fae Se ee editors _— helping File Facts — Monthly data sheets, one on materials, one 

“— them — by using every inch of your advertising space , : 
Be, 10 te we ’ - . on mechanical parts, one on electrical parts. These con- 
aerial effectively. Give them useful facts and “know-how”’— : ay ate pay ; ditorial 
map « . - . : 1 oO sed on reader interviews, on itori 

application data that they can put to work immediately. a oe en inns ” he osu 
inven Perhaps we can help you do this. For at your imme- performance and on reviews of current campaigns that 
untry diate service are files of interviews with readers, monthly are “on the beam”. 
of th data sheets on copy-suggestions, case-histories of firms 
laven’ that have done a “know-how” job in their Product Case Histories — Performance data on accomplishment 
was if Engineering advertisements. The coupon will bring you 3 of campaigns which conveyed useful engineering and 

promptly any or all of these copy helps. application data. 

»mark 

want With 12,900 paid subscriptions being read in over =p eamD GP GE GS PP eae eap «+ 

' 5,400 high-production plants, Product Engineering 
iCulate serves as a direct means of communicating vital in- PRODUCT ENGINEERING, 330 W. 42nd St., New York, N. Y. 

, formation to the men designing ovr wor equipment 
man and essential machinery — the men who will create ane 5 ood 
have uct \ tomorrow's products for better living. Please send me copies of Product Engineering's new 
hy. PRO ING booklets on advertising to mechanical designers. 

ave AA 

7 ©) 1. Interview Analyses 
‘NGIN ] 


0 2. Filefacts Monthly Data Sheets 
[) Materials 
[) Mechanical Parts 
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THE AUSTIN COMPANY ST) 
Orrrewtes THOME EES 248 Sertotes & 


Tee ae) 


or a single state, or even a smaller 


area. Your big job may be in your 
plant town, or inside your plant it- 


Look 


bor, and then ask yourself how you 


self. your world over, neigh- 


can use your advertising to better it. 
That’s about all there is to it. 


Small Space 
So many people keep writing for 
more coverage of small space, we'd 


better get busy. 

We can’t look at small space, how- 
ever, without thinking of an art di- 
rector we once knew who used to 
say that the good consumer ads were 
pages for which the layout man had 
been given an amount of stuff that 
would fit just nicely in quarter pages, 
but that he always got business paper 
stuff that would crowd a page and 


which he had to shoehorn into a quar- 


ter page. That makes a lot of sense, 
doesn’t it? 

Too many small ads suffer from 
“subwayitis,” the simple disease of 


trying to crowd too much stuff into 
It’s certainly the 
first pitfall to watch. Then, as an 
offshoot of that, they are burdened 
by lousy layout, or lack of layout. 


too small a space. 


Take care of just those two things 
first, and you'll be surprised how the 
effectiveness of your little ads perks 
up. That's assuming, of course, your 
copy says something worth saying. 

Com pany 
trates these simple virtues well. Copy 


American Screw illus- 
is sufficiently short to be set in read- 


able type. Layout is a posterized 
treatment of the enlarged end of a 
Phillips screwdriver and head of a 
Phillips screw. Headline on a reverse 
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panel states, “American Phillips Screw 


Driving is Quick and Effortless.” 
Text tells how in 1, 2, 3 order. 

Or take Peter A. Frasse G& Com- 
pany. Their little problem was to 
make a readable and inviting specifica- 
tion listing of their aircraft steels. 
Basically a layout problem, they han- 
dle it well by a judicious use of type 
and ornament. 

Another layout slant is shown up 
by Rohm & Haas who preserve in 
a quarter-pager the same layout and 
type treatment they use in their pages. 
Stands up strongly, too, and helps 
hold a family resemblance for what 
it may be worth. 

B. F. Goodrich effectively uses bold, 
news-style heads in Condensed Gothic 
caps, “NOW RIVETS CAN BE 
HEADED FROM ONE SIDE.” This 
plus product application picture, short 
text and good-sized Goodrich signoff 
work out well. 

Then there’s Raymond Mfg. Com- 
pany’s, “Maneuvers in Metal” headlin- 
ing a good illustration of the various 
springs and wire shapes it makes. 

And a slick half-page for West- 
inghouse Transformers with a nice 
type and cartoon treatment talking 
about, “Don’t waste manpower for 
experimenting with 
specialty Remainder 
of copy and cartoons give the West- 
inghouse way out. 

Dravo Corporation has an_ eye- 
catching little series with a different 
kind of layout—using Caslon nicely 
with good border and spots of blacks 
and grays. Typical ad is this one, 
"do you know about a heating sys- 
tem that’s easy on scarce materials?” 


designing and 
transformers.” 


In crowded pages of fractional \ a 
it grabs you, and you stay wi: 


Allis-Chalmers, as we’ve m ne 
in previous months, uses spre ar 
pages exceptionally well. Thar 2 
for small space, too. Here’s o1 fer 4 
ing a “Handbook for the W irtimd 
Care of Centrifugal Pumps ao 
is played up big (takes about three 
quarters of the space) and ; ines 
of copy underneath, sparked by 
big, “FREE” tell how to , 
Toledo Scale sponsors another small 
spacer that kind of jumps out at you, 
too—headed boldly, “Stop Weight 
Errors.” Another advertiser in the 
same school is Rockwood Sprinkler’s, 


ee 


Use Water in a new form to Defeat 
Even Oil Fires!” 

Other quarter pages, ninth pages, 
half-pages worth noting are 
Adhere, Inc.’s, “Adhere Spraymask’ 
for good use of trade mark in head 
and two good application pictures. 

Okonite’s, “3 Simple Ways to 
Protect Insulated Cables for Longer 
Life.” Blaw-Knox’s, “They are 
Looking at 5 Outstanding Features” 
with its well-handled illustration. . .. 
Hanlon and Goodman’s, “War Brushes 
Will Do the Job—Comb’em Straight!” 
because it shows in words and pictures 
how to take care of paint brushes 
hair to get bes 


containing horse 
painting results. 


% Of all the fractional space stuf 


we looked at, we go strongest for 
Heppenstall Company's —two-cole 
half-page headed with a big rei 


“Easy.” No, not for the head, bu 
for the text (handled in typewrite 
type and little line sketches) whic: 
rolls along like this Easy is : 
good word to describe the way Hep 
penstall Automatic Safe-T-Tongs d 
a handling job. This is the way they 
operate: First you lower them on th 
work this way ... (sketch) A littk 
slack and the tongs unlock for lifting 

(sketch) The tongs grip as they 
come up . (sketch) ” Thi 
product-in-use description carries on 
then follows some product descrip- 
tion treated in the same novel way 
finally a plug for a booklet. This 
freshness of treatment and making the 
usual trite facts interesting hands 4 
winner card to John M. Hugéett, 
account executive, Ketchum, 
MacLeod & Grove, Inc., Pitts- 
burgh agency. 


Worth Noting 
Here’s one of the first plane build- 
er’s pages to present something ot ef 
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EACHING THE 


-AMERICAN 
MARKET! 


EVISTA INDUSTRIAL 


THE LATIN AMERICAN EDITIONS OF 


NEw EQUIPMENT DIGEST 


(Published in separate Spanish and Portuguese editions) 


If your post-war selling plans include 
Latin America, step No. 1 can now be ac- 
complished — thoroughly and economic- 
ally. 

For Revista Industrial will take your 
message into the machine shops, the mines, 
the mills — into all of them throughout 
all Latin America . . . giving you the same 


complete coverage of this attractive post- 
war market that New Equipment Digest 
provides in this country. 

And at similarly low cost . 
$90.00 per unit on a twelve-time basis. 
Forms close on the 1st of the second pre- 
ceding month. Write or wire your reser- 
vation today. 


. only 





NEW YORK 
110 East 42nd Street 


PHILADELPHIA 








j EQUIPMENT DIGEST PUBLISHING Co. 


Affiliated with the Penton Publishing Company 


CLEVELAND, OHIO 


4618 Larchwood Avenue Penton Building 
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CHICAGO 


LOS ANGELES 


130 North New Hompshire Avenve 


520 North Michigan Avenue 
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Heppenstal! Automatic Safe-T-Tongs 


than pretty pictures of airplanes— 
Glenn Martin’s, ““These Martin Firsts 
help make U. S. Aircraft SECOND 
rO NONE!” Illustrations show vari- 
ous Martin “firsts” — the self-sealing 
fuel tank, for example, captions tell 
the story. 
Westinghouse 


coins a new word in its spread, “Yes, 


(Home Appliances) 


Conservice’ Is a New Word!” Story 
goes on to say, “It sums up the broad- 
ened conservation and service program 
now being operated by Westinghouse 
and its retailers.” Text outlines the 
complete program of dealer service. 

Revere 


Copper & Brass talks to people in the 


We go big for the way 
building field. Its current spread re- 
produces a consumer advertisement, 
facing page under, “Helping to open 
new frontiers” tells the thinking be- 
hind this consumer job and how it 
helps the architect and others serving 
this field. 

Owens-Corning Fiberglas has al- 
ways seemed to have the ability to 
stories and case 


make its product 


100 


histories interesting. “For keeping 
* is about the use 


of Fiberglas in portable shelters for 


, 


fingers nimble . 


the Army Air Forces in the Arctic 
and makes good reading. 

Another Westinghouse series worth 
looking at is the one for Mazda Lamps 
“See-Ability.” That’s apt 
word-making and a great springboard 
from which to sell better lighting. 


selling, 


United States Fidelity © Guarantee 
does a good job with five little case 
studies, very well laid out, and topped 
by a potent head, “5 Ways to Get a 
JOLT in the Pocketbook.” It’s one 
excellent way to take care of several 
related case studies in a single page. 


Bethlehem Steel has a useful page, 
“Safe Ways in War Production” 
which makes a lot of sense on its 


safety policies and practices. Fine 


public relations! 
AiResearch 


pany has been handling itself well in 


Manufacturing Com- 


print. Besides fine 
layout and all the other 


public pictures, 
excellent 
essential elements, it dishes out some 
stopping heads and worth while copy. 
This one, “If they beat the fog into 
Kiska by 60 seconds, we will feel 


talk behind 


their aircraft product engineering and 


repaid” gives the war 


design. 


is General Electric’s, 
which 


is just what it claims to be—talking 


Newsworthy 
“Electrical Ideas in Action!” 
various product kinks and applica- 
tions, miniature case studies, etc. Still 
another G-E piece of copy, “What’s 
going on at Headquarters?” is an in- 


stitutional covering all sorts 


spread 











TORRINGTON NEEOLE BEARINGS 


of G-E news—from the famed 


“C 

tric blanket to the G-E Institu: 
Swell slant in Durez Plas: Fen 
Chemicals’ page, “The summer ; 
never got hotter than 68 deerces.’ 
It talks about air conditioning in th 


world of tomorrow as though that 
world were here now .. . lets indus 
trial designer Ben Nash discuss what 
will happen in air conditioning and 
the part Durez plastics will play 
Little tricky, mebbe, but stil! vood 
ad technics in National Gypsum’s, 
“The Architect who turned to Stone!” 
Certainly gets from that heavy-handed 
touch we’re all too often guilty of. 


Boo-of-the-Month 
“There will 


home,’ its memory forever deep in 


always be an ‘old 
the hearts of everyone. Our privi- 
lege is to keep its spiritual fire burn- 
shedding its 


glow against the day our boys return 


ing, constantly warm 


from the many fronts. By showing 
unselfish devotion day by day through- 
out this New 
worthy of this trust.” 


Year we shall prove 


How would you like that, with a 
pretty picture of a winter scene, over 
your signature in the pages of a paper 
dedicated to helping the textile in- 
dustry do its job in 1943? 


Boost-of-the-Month 


% Perhaps you can appreciate tha 
“Boo” even better if you take a goo 
look at this well-earned “Boost” be 
longing to The Torrington Compan) 
Two ads tell the story even bette 
than one — “the Tank took a hin 
Machine” — 


from the Duplicating 


“what the Landing Gear Learne 
from the Portable Drill.” As thos 
headlines indicate, these pages tell ar 
almost applicatior 


perfect product 


story ... to wit, the same Torringtor 


needle bearing features that helpec 
make a_ better 


helped make a better landing gear 


portable drill, als 
Ditto the duplicating machine an 
tank. So here you get a fine pictur 
of a product’s peacetime virtues 4 
applied to war . . . just as we imagine 
later Torrington will capitalize or 
war applications and translate then 
This, say 
we, is a model set of advertisements— 
the idea by Mack Leblang and 
copy by John F. Hogan, both of 
Hazard Advertising Corpora- 
tion. 


back to postwar pursuits. 


THe Copy CHASERS 
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Men With Enough Authority to Reverse Decisions 


AUTOMOTIVE nd Acton MDUSTRIES 


Sometimes it is very important to be known by the relatively few men in industry who 
have the authority to reverse decisions. It is, as a rule, difficult to contact them 


personally. 


However, in its stated industrial fields; AUTOMOTIVE and Aviation INDUSTRIES is 
read by the great majority of these men, whose word in your behalf at a crucial 
moment may mean a very great deal to you. 


Also among the 40,000 readers of this leading industrial magazine there are many 
thousands of men whose decisions in your favor will never need reversing—and that's 


important too. 


Properly timed advertising will keep you in their minds. 


AUTOMOTIVE snd CLesation MDUSIRIES 


A-CHILTON Publication @ Chestnut and 56th Streets, Philadelphia, Pa. 
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Hercules Advertising 


ceptable to the product’s sales group. 
These then translated 
into forms of advertising department 
estimated, and 


programs are 
operations, costs are 
then presented to departmental gen- 
and ap- 
learn the 


eral managers for review 
Only then do we 
costs of our campaigns, 
on the task basis. 


All departmental 


proval. 
for we work 


campaigns then 


are assembled, along with programs 


of a general nature, and 
presented by the advertising manager 


company’s ex- 


company 


at a meeting of the 
ecutive committee of which the pres- 
ident There the whole 
is reviewed as a forecast—not a 
budget. Principles are discussed, not 
specifics; it is up to each department 
to shoulder the responsibility of each 


is chairman. 


campaign submitted. 


Every effort is made to complete 
our entire program by December 1 
so that our assignments can get un- 
missing insertions 


der way without 








aid to the war program .. . 
schedules 


orders for advertisers. 


WOOD WORKING DIGEST 


REVIEW 


BUYERS’ GUIDE 


INDUSTRIAL EXPORT 
CATALOGS 





“|. » We consider 


MACHINE TOOL 
BLUE BOOK 


Indispensable in expediting 
FoR Ordnance Contractors’”’ 


. Writes an Ordnance district office. Literally hundreds of other 
letters are on file explaining how the Blue Book is giving priceless 
how it is helping to expedite production 
locate critical machinery and tools and helping to 
solve countless individual problems for advertisers. 


These activities are simply an extension of the Blue Book's notable 
record of producing a highly profitable volume of inquiries and 
Write for proof of the Blue Book's power to 
produce high priority orders now. 


OTHER HITCHCOCK PUBLICATIONS 


HITCHCOCK’S MACHINERY 


THE MERCHANDISE MART 


HITCHCOCK PUBLISHING COMPAN 


The only digest magazine covering all 
branches of the wood working industry, 
especially manufacturers of the new ply- 
woods, compregnated woods, etc. 


America’s Industrial Equipment Re- 


sale Mart. 


The Directory of the world’s largest 
building — the Merchandise Mart of 
Chicago. 


Directories of industrial machinery and 
equipment to be circulated in Latin 
American countries— Spanish and Por- 
tugese editions. 


508 South Dearborn Street, 
CHICAGO 
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and without a drop in activity ove; J 
into the new year. 


Area of Operations 


A word here about those hundreds 
of jobs and charges which are neithe 
“man nor beast, fish nor fowl,” and 
on which advertising groups often 
spend vexing hours trying to label 
“sales,” “advertising,” “‘distribution,’ 
We welcome them all. What car 
we; it’s our job to serve in any way 
which will help to sell our products, 


make 
better 
stature of the company in the eyes 
of the public. The costs will satis- 
factorily find their way to the branch 
of the company which is served 
Some have asked about the areas 
over which the advertising depart- 
Because at Hercules 


our employes and customers 
satisfied, and to increase the 


ment functions. 
there is a resistance to forming new 
departments to take on activities that 
might fit into an established unit, 
public relations is a part of the ad- 
vertising department’s area of oper- 
ation; so are market surveys, 
company 
certain phases of employe 
education, preparation of 


ice handbooks. The department is 


a service agency which is concerned 


plant 
newspapers, the employe 
magazine, 
sales sery- 


with all forms of mass communication 
of fact and idea. Its 
available to any department or indi- 


facilities are 


vidual employe of the company who 
can utilize them for the good of th 
company. Specifically it perform: 
these duties: 

1, Coéperates with sales depart- 
ments in the planning and selection 
of sales promotion and merchandising 
avenues. 

2. Prepares general and _ specific 
advertising campaigns which further 
the use of Hercules products, utiliz- 
ing business paper advertising, direct 
publicity, personal contact 
combination of 


mail, 
movies, or a these 


media. 


3. Produces and distributes book- 
lets, manuals, handbooks, folders, leaf- 
lets, and calendars which promote us¢ 
of Hercules products or which aid the 
purchaser in the application of out 
products. It reprints and distributes 
technical and service articles prepared 
by our technical men 

4, Through motion pictures, ex- 
hibits, “The Explosives Engineer,” 
“The Hercules Chemist,” “The Paper 
Maker,” and public relations releases, 
it strives to increase industry’s knowl- 
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Keep your advertising message before America's largest audience of 
building contractors 365 days in the year. 


Practical Builder's 70,000 readers (World's Largest Contractor Circulation) are 
again looking forward to the May Construction Manual as their most valuable 


reference book. 


anywhere else in this concentrated, organized form. 


Its time-saving construction data is not available to contractors 


For best results advertising 


should be shaped along the same lines as editorial content—practical “how-to-do-it" 


material. 
ever—its use more intensive. 


Just a few voluntarily sent in testi- 
monials: 

@ Wore out two copies of May issue 
and hesitate to ask for another.—Con- 


tractor. ..Wisc. 

@ Construction Manual of great value 
to every builder. Would like 5 addi- 
tional copies.—Contractor. . . Mich. 


@ The many helps in May issue featuring 
tables, scales, short cuts, etc., proved a 
benefit to me and | would like to have 
you continue it.—Contractor. ..Wisc. 


®@ May Construction Manual best | have 
ever seen, covers more ground, is sim- 
plified and the tables save a large 
amount of figuring.—Contractor. . . Ill. 
@ May Practical Builder is the best one 
I've ever seen.—Contractor. .. Minn. 
Tables, scales, 
Saves a lot 


®@ May issue a hummer. 
short cuts are wonderful. 
of time.—Contractor. . . Pa. 


® May issue will be filed away for ref- 
erence as figures and details as to short 
cuts and calculating tables always need- 
ed.—Contractor. . . Ind. 


@ Keep May issue as ready reference, 
particularly for new material, equipment, 
short cuts and reference tables.—Con- 
Mass. 


tractor 





















(WORLD'S 

LARGEST 
CONTRACTOR 
CIRCULATION) 








Today's changing conditions make the need for this issue greater than 


@ Been a subscriber for years and would 
not be without Practical Builder. No 
man in the contracting business can af- 
ford to be without your splendid pub- 
lication —Contractor. . .Wisc. 

@ My husband has a three year sub- 
scription to Practical Builder. He is in 
the Construction Battalion of U. S. Navy 
and wants it to come to him direct.— 
Contractor's Wife... Ohio. 

@ Enter our subscription to Practical 
Builder. It will be used in the Engineer- 
ing Department and passed to members 


of maintenance crew. — Engineering 
Dept... lil. 
@ Practical Builder contains a lot of 


valuable information so | am renewing 
my subscription.—Contractor. . . Texas. 
@ Wish to subscribe to Practical Builder 
as | am engaged in defense building for 
the U. S. Navy.—Contractor. . . Calif. 

® May Contractors’ Catalog and Con- 
struction Manual issue has been of in- 
estimable value to me.—Contractor... 
il. 

@ Am impressed by your sincere desire 
to make Practical Builder a constant 
source of latest information. Thanks for 
the service you are rendering the indus- 
try.—Contractor. . . Pa. 

@ | was thinking what a wonderful pa- 
per Practical Builder is. It gives us ad- 
vanced information on things to come. 
—Contractor. . .Oregon. 

@ Feel that we cannot afford to miss a 
single issue of Practical Builder.—Con- 
tractor. ..Ohio. 


Space reservations required 
by April 15. We can accept 
your copy April 19 if proofs 
are wanted—as late as April 
24 if no proofs are required. 
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THIRD ANNUAL 
CONSTRUCTION 
MANUAL 


Hundreds of requests for extra 
copies proves the May Construc- 
tion Manual, devoted to short 
cuts, tables on estimating mate- 
rial and labor costs for all types 
of construction, is the answer to 
the contractor's prayer. 


Here are a few sample pages. 
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edge and esteem of Hercules Powder 
Company and its products and per- 


son nel . 


5. It functions in an advisory ca- 
pacity, obtaining information about 
advertising, merchandising, and dis- 
tribution. 

6. It fosters the Hercules family 
tradition by publishing “The Hercules 
Mixer,” 


fare of all our employes. It maintains 


which is dedicated to the wel- 


jurisdiction over plant newspapers, 


checking on costs, printing efficiencies, 


and the work of the editors. 


7, Its circularizing division serves, 
besides its own activities, other home 
office units such as the treasurer’s. 


8. Its 


trade and technical associations, often 


members, who belong to 


serve On committees and present pa- 
pers at meetings, thereby increasing 
company contact with a large number 
of consumers of Hercules products, 
first-hand 
for themselves of Hercules markets. 


and gaining information 


Stay on Your Course 
So there are our missions, our as- 
signments, what we try to do and try 





QQ > 


The Paper Industry 
and Paper World is 
a monthly educa- 
tional news maga- 
zine having highest 
concentrated mill 
circulation. Combi- 
nation rates apply 
with the Catalogue 


ada. 


ations. 








acceptance. 











T THE FINGER TIPS OF THE 
ILL MAN—the Year ‘round 


Here’s a book that will place your product infor- 
mation before key executives in every operating 
paper and pulp mill in the United States and Can- 
It contains graphs, charts, engineering and 
chemical data, plus a Catalogue Section of machin- 
ery, equipment, chemicals and supplies — all being 
essential information for use in daily mill oper- 


This year, of all years, accurate product informa- 
. tion should be made available to your customers 
and prospects in this industry by placing it in the 
Paper and Pulp Mill Catalogue and Engineering 
Handbook. This book has 20 years of cumulative 


Use single, dual or multiple pages. 
April 30th. Write today for rates and style specifi- 
cations for copy. 


TA 


99 EAST VAN BUREN STREET, CHICAGO, ILL. 


Closing date 


Lit 








not to do. If there is a suggestion ¢ 
be made to brother pilots, it y)/oh 
be this: Get out the campaig: I 
pass and the copy gyroscope, and «ta 
Happy landi 


on your course. 


ASTE to Publish 
Tool Engineering Handbook 


Following a survey of all avai xt 
books on various phases of tool « er 
ing, which revealed an inadequa 
formation for the training and d 
of tool engineers, the American § 

Tool Engineers is preparing to 
tool engineering handbook 

The handbook project is unde: di 
rection of the ASTE National S: rd 
Committee, headed by E. W. Ern« 


eral Electric Company. In addit this 
committee also announces a new d or 
data sheets covering accessory equipment 
now being produced in this country. While 
a considerable amount of data is readily 
available through the ASTE covering ma 
chine tools, there is not enough informa 
tion available today, particularly i: n 
nection with the war effort, covering acces 


sory equipment. As in the case pre- 
vious data sheets, these will be supplied to 
the ASTE by individual manufacturers, 
drafted according to ASTE specifications, 
and will be distributed without charge by 
the association to its enire membership 


LeTourneau Ad Department 
To Include Public Relations 


George C. McNutt, advertising manager, 
has been given the added duties of public 
relations manager, R. G. LeTourneau, Inc 
Peoria, Ill., with expansion of the adver 
tising department to include public rela 
tions. 

Eugene Weyeneth, who formerly hap 
dled LeTourneau Company news, is now 
devoting most of his time to national a¢ 
vertising and supervision of the company’s 
movie program 

Added to the enlarged LeTourneau ad¢ 
vertising and public relations staff is Rol 
and S. Neff, formerly state news editor 
Peoria Star, who will direct LeTournea 
local news and national trade publicity 
and will assist in carrying out the progrart 
of public relations under Mr. McNutt 
direction 

Joe Van do Loo has been promoted t 
art director, replacing Roy E. Mallen, nov 
in the Civil Service Department, Unitec 
States Army camouflage division. Eliza 
beth Grether is now advertising productior 
manager 


Norwood Promoted to Sales Manage’ 


John E. Norwood has been advanced t 
the position of sales manager in the re 
placement sales division, Sealed Power Cor 
poration, Muskegon, Mich., with th 
organization of that division. He has bee 


re 


< 


with the company since 1920 and serve¢ 
as sales promotion manager since 1933 
In his new position he will have charge 0 
sales activities in the field, advertising an¢ 


sales promotion. 


Shepard Aids in Plaskon Sales 


The Plaskon Company, Toledo, O.. has 
appointed Whiting N. Shepard as assistant 
sales manager of all commercial products, 
in addition to his present duties as aver 
tising manager. 
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»support your sales and service organizations, and to help 
ertising and other promotional efforts pay extra dividends, 
snecessary to maintain catalog data in the hands of thou- 
ds of men, many of whom constantly are "on the go!" 
et, the highly specialized nature of the oil industry's two 
jalized divisions — drilling, producing and pipeline . . . 
refining — natural gasoline — are such that ordinary 
ods of cataloging prove inadequate and unprofitable. 
example, it is not unusual for a single company to be 
rating in several dozen locations in several states at a 
. Men with definite buying and specifying authority — 
who can "make" or “kill” a sale — at all these points 





than ever. 


Producing-Pipeline Industry! 


1943-44 Edition Closes May |, 1943. 
Meeting a greater need than ever be- 
fore, the coming 1943-44 Composite 
Catalog will serve the drilling-producing- 
pipeline industry as a buying manual until 
early 1945 when the next edition to fol- 
low will be published. By making the 


as 


ei" 








Composite Catalog your catalog, you 
are assured of reaching men with buying 
and specifying authority in companies 
accounting for better than 98°/, of the 
purchases made in this specialized in- 


1943 Edition Closes July |, 1943. 


Distributed to key men who regularly 
use it in specifying and buying for com- 
panies owning more than 99°, of the 
domestic refining capacity, the Refinery 
Catalog provides you with a sure-fire 
means of reaching almost all the men 
who influence the purchase of your 
equipment or service in this specialized 
industry. Oil refining companies them- 
selves furnish us with names, addresses 





EVEN MORE ESSENTIAL TODAY! 
ADEQUATE CATALOGING IN OIL INDUSTRY'S 


\ 2 SPECIALIZED MARKETS 


must have necessar 
conveniently availab 

Hundreds of leading manufacturers selling one or the other 
of the oil industry's two specialized markets have found either 
the Composite Catalog or the Refinery Catalog the answer to 
adequate cataloging to their logical prospects and active 
customers. Several recent surveys disclose that these catalogs 
today are receiving even greater usage. And because of rapid 
turnover of oil industry personnel, scarcity of sales manpower 
and means of making personal contact with prospects and 
customers, both catalogs today are even more necessary 







Y catalog information immediately and 
e, 


if your cataloging job is to "pay out.” 


THE COMPOSITE CATALOG .. . Indispensable to the Drilling- 


dustry. In 1942, a total of 351 manufac- 
turers took from | to 84 pages each in 
this specialized catalog. With distribu- 
tion guaranteed, with usage assured, and 
with a cost that is surprisingly low, the 
1943-1944 Composite Catalog offers 
you the most desirable medium in which 
to reach practically all your prospects 
and customers in the drilling-producing- 
pipeline industry. For further facts and 
information, write to us today .. . or 
telephone our representative in your city. 


THE REFINERY CATALOG .. . Preferred Cataloging Method 
for the Refining-Natural Gasoline Industry! 


and titles of these men . . . because ex- 
ecutives of the refining-natural gasoline 
industry appreciate the need and know 
the value of this catalog which, in 1942, 
contained from | to 104 pages on each 
of 254 leading manufacturers and sup- 
pliers. Today, telephone your local Gulf 
Publishing Company representative or 
write to us in Houston. We'll gladly 
give you all the facts. Our representa- 
tive also will show you a master copy of 
the complete distribution list. 





3301 BUFFALO DRIVE * 
NEW YORK PITTSBURGH 








THE OIL WEEKLY AND THE COMPOSITE CATALOG 
for the Drilling-Producing-Pipeline Industry 


PETROLEUM REFINER AND THE REFINERY CATALOG 
for the Refining-Natural Gasoline Industry 


GULF PUBLISHING COMPANY 


P. O. BOX 2608 . 
CHICAGO 


HOUSTON, TEXAS 


TULSA LOS ANGELES 








[CONTINUED FROM PaGE 46] 


Legal Rights of Salesmen 


salesman sued to recover the 
ten per cent commission but failed 
to prove that he held either a written 
or verbal contract to any specified 
period, although the testimony showed 
that the salesman believed his future 
prospects with his employer would 
be exceedingly profitable. Therefore, 
the higher court refused to hold in 
favor of the salesman, and said: 


usual 


That old adage may be true 

of women’s tastes in hats 

. of politics or a horse race. 

But it certainly does not apply 

to the trade paper preference of 

Illinois - Indiana- Ohio contrac- 

tors, engineers and public works 
officials. 


Here is a case where, not two 
but eight thousand, people think 
alike when they’re looking for 
the latest complete and authen- 
tic news on the construction in- 


“One may not avoid a contract he 
enters into by claiming that his ad- 
versary represented to him that the 
moon was made of green cheese and 
that he believed and relied on this mis- 
representation and was thereby in- 
duced to enter into the contract since 
such a misrepresentation does not sub- 
stantially affect his interests.” 


Salesman Discharged 

Generally, when a salesman is em- 
ployed for a specific period of time 
his employer is liable in damages for 





dustry in this tri-state area .. 

a case where these eight thou- 
sand actual or potential custom- 
ers for your products auto- 
matically think of Construction 
Digest. It is this fact that 
accounts for the steadily length- 
ening list of equipment manufac- 
turers and material producers 
who are now scheduling Con- 
struction Digest. They know that 
their advertisements in Con- 
struction Digest will be seen 
first and remembered longest. 


ONSTRUCTION [JIGEST 


IMinots 





Indiana Ohio Public Work 


Indianapolis 


failure to fulfill the terms of th 
contract. For illustration, in Kno 
Stove Works v. Wall, 23 S.} 2d 
161, reported December, 194. 

was shown that a salesman sued th 
Knox Stove Works to = recove, 


$2,071.82, damages for an illege 
wrongful discharge in violation of 
contract. The salesman proved tha 
an official of the company, medi 
Miller, had verbally contracted to pay 
him on a yearly basis at a monthly 
salary of $275, plus an allowance fo 
car and traveling expenses. One 
month later Miller severed his em- 
ployment with the company, and a 
son of the principal stockholder, and 
a relative of the family controlling 
the company, succeeded Miller and 
took over the latter’s duties. Two 
months later this new official dis- 
charged the salesman. The higher 
court promptly held the salesman en- 
titled to recovery, and said: 

“No denial was made of the au- 
thority of the officer 
(Miller) of the company to make the 
yearly contract. It was an express, 
specific and definite contract. It 
spoke for itself, and no customs or 
habit of the company with regard tw 
other salesmen 


executive 


its employment of 
could effect it.” 








Eisenhardt Advanced 
Charles H. Eisenhardt has been @ 


pointed assistant manager of the electrical, 
wire rope and construction materials sales 
division, American Steel & Wire Company, 
Cleveland, O., United States Steel sw 
sidiary. He succeeds R. L. Rhodes, 
signed. Mr. Eisenhardt has been associated 
with the company since May, 1925, ard 
was serving as special sales representatit 
in Washington, D. C., at the time of ls 
new appointment. 


Employe Publications Must Go 
First Class to Men Overseas 


Employe publications may be sent. 
men overseas only if they are mailed fri 
class, according to a new ruling. The nes 
restrictions, issued by the Bureau of Publ 
Relations, read: “The Postmaster Gener 
has ruled that employe publications can kt 
sent to soldiers overseas only as first-clas 
mail, with a maximum weight of tw 
ounces for each publication.” 


Downes Becomes "D and W" Edite 


Charles Downes, formerly edior ¢ 
Printing News, has succeeded F. Eugen 
Spooner as editor of D and W, trad 
magazine for shippers, handlers, wart 
housemen and distributors. Mr. Spoon 
has become executive secretary of th 
Household Goods Carriers Division of th 
American Trucking Associations, Inc 


Washington, D. C 
Butler Continues Sea-Ro Account 


Sea-Ro Packing Company, Wood-R idge 
N. J., has retained Butler Advertising 
New York, as advertising counsel. 
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O AHEAD ... try the puzzle. brand? Here’s more diversified GE know who, or how many. How in 
been a fTobably drive you nuts going up and Westinghouse. They have lots the world could you unless your 
electrical, Blind alleys, but that’s okay if and lots of engineers, too. And sole job was to live with this fantas- 
erials satsfRou've got lots of time and patience. even if you did know how to get __ tically growing field of electronics? 
Name After all, it’s not much different _ to them in those patrolled plants? After 13 years of publishing their 
hodes. regan trying to get to the right man Here are industrials—aviation, business magazine we know these 
associate fn this electronics business. You steel, automotive, etc. clear across people, and they know us. Right 
1925, a'Mon’t know... you can’t know... the board. All kinds and sizes of now, more than 21,000 of them (at 


resentatit 
ime of bs 


ho these gents are, or how to find 
vem. Here is no self-contained 
ndustry like meat packing or 


organizations getting “hot” on elec- 
tronic controls and devices. Who 
are the certain few men at Curtiss- 








$5 a year). If you have anything 
worth saying to them . . . that’s 
what the advertising pages of 





Go lastics. Here no sharply defined Wright, at Bethlehem Steel, at © ELECTRONICS are for. 
s unction like purchasing or plant General Motors? Want evidence? Want market 
e sent */maintenance. Numbers and titles won’t help detail? Want the most fascinating 
— if Where do you start to find an you. Sometimes one man at one basket of usable information you 
of Publ: lectronics man? Is it engineers company is all you need. Some- ever saw? Want help with your 
or Genenfoure after? Here’s big RCA with times a hundred at another won’t particular product and problems? 
ons can b hem wholesale . .. what's your be enough. Most often you don’t Come on then, put us to work! 
; first-cla 
t of tw 
j"" Edite F; d L h e ES ange De a , > a 
edior ¢ ind them here...via 
F. Euger 
W, trad 1. RESEARCHERS, DESIGN AND PRODUCTION ENGINEERS AND EX- é ys 
‘rs, ware CUTIVES in plants manufacturing radio, broadcasting, television, telephone, DS eee ee ’ ae 
Snoon€ elegraph and sound equipment . . . 2. CHIEF ENGINEERS, OPERATORS, as) ats * 
oP b MAINTENANCE MEN AND EXECUTIVES in broadcast, recording, theatre, 
y of mmercial, government, aviation, police and marine radio and wire communi- 
ion of th tions cag SpEKECTRICAL, CONTROL, PRODUCTION AND DESIGN CTION ° USE 
: ! NGINEERS, PHYSICISTS AND RESEARCHERS in all branches of industry ° ° 
ns, Inc here sensitive-current operation, automatic control and measuring, and safety DESIGN PRODU 
levices are factors in operations. 2 te e 1a Pubbliehs c 
Established in 19 McGraw-Hill Publishing Co. 
count ELECTRONICS gets through to the Engineers _ “om sient a “* New York, N.Y. ” 
d-Ridge in Patrolled Plants with Controlled Admission ; , 
0 «TN * 
dvertising _| 
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ch, 194 
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ly selects equipment because he realizes 
that consistent, powerful, advertising 
has created confidence on the part of 
his bosses in the advertiser or the 
But it is a strong, if im- 


[CONTINUED FROM PaGeE 38] 


Distributor Relations 


inform and interest the buyer or 


specifier. products. 

And what is as important as any of 
these, the job of industrial advertising, 
unlike that of consumer, is to satisfy 
the big bosses behind the direct buyer 
or specifier that his boys are buying 
reputable supplies or equipment or 
machinery from a reputable distribu- 


measurable influence. 


All this, of course, is not new. The 
idea behind it which may be new 
to many industrial manufacturers is 
the integration of a complete program 
using the industrial distributor as a 
focal point and with the conception 
is not often that of manufacturer—distributor part- 
nership on this basis. 


tor in his area. It 
the direct specifier or buyer conscious- 





IF YOU NEED COVERS 


NAVY SPECIFICATIONS 
CATALOGS 
INSTRUCTION BOOKS 
MAINTENANCE MANUALS 
EMPLOYEE TRAINING HANDBOOKS 


and need them now! 


These are held in stock at our plant for 


GOT 


. « « let Beaverite submit samples from one 





or more of its attractive stocks—and quote 
you equally attractive prices. 

BESTEX Navy Specification.Covers are a 
typical example of the stock, service and 
savings available to you. 

First, these artificial leather covers have 
been approved by the U. S. Navy. Second, 
to insure their prompt delivery at a uni- 
formly low price, we print or stamp a quan- 
tity with your name and other permanent 


copy. 
In vestigate 


“BINDA-LITE™ 





Plastic Serew Posts 


. used so extensively in Looseleof 


Covers. We are sole distributors. 


108 


your subsequent imprint orders — and be- 
cause of experience and equipment, the 
final imprinting can be done and the com- 
pleted covers shipped in the shortest possible 


time. 


If you supply the Navy or our other 
armed forces with any product which re- 
quires instructions for installation or mainte- 
nance — if you publish handbooks, manuals, 
employee instruction books, save your- 
self time and trouble—write Beaverite today. 


33 DeWitt Street 


BEAVER FALLS, NEW YORK 
* 3-BP-1 


CTS, 


BEAVERITE™" 


Rarely, for example, does an 
trial advertisement give a list of 4 
tributors throughout the 
States. Rarely is the local soy 
purchase revealed by referring 
reader to the trademark list; 
localized phone directories. Would 


distributor like this recognition, th 
tie-in? The answer is fairly obvioy 
But another question is: Does ¢J 


manufacturer frust the distributor ; 
make the sale? 

Perhaps those are basic questions t 
ask if we really value our part: rship. 
Will the distributor like that? Can he 
be trusted with inquiries? 

All of the foregoing concerns itself 
with the industrial manufacturer. It 
is quite obvious that the industrial dis- 
tributor is not himself without sin. 
However, the industrial distributor js 
not in a position to go out of his way 
to give extra push or even to ask for 
help from any particular manufac- 
turer when his line embraces, like a 
drug store, thousands of items. It 
seems logical that any move is entire- 
ly up to the industrial manufacturer 
if he wishers to woo the distributor to 
promote his particular line in prefer- 
ence to competing lines or even non- 
competing lines. 

No doubt those who are not operat- 
ing along these lines will ask many 
questions, as “Well, what are we pay- 
ing our salesmen for?” “When ar 
they going to sell our stuff?” “What's 
all this going to cost?” “It'll work in 
consumer businesses but not in ours.” 
work for other industril 
my business is di 


“It may 
businesses, but 
ferent.” 

There are answers to these que 
tions. It is being worked. It can k 
worked. It must be worked if you at 
distributing through industrial di 
tributors. Or it is going to be fu 
ther and successfully worked by yor 
competitors, but quick! 

And the big point of the who 
thing is that it takes much more ir 
genuity than money to work it. 





To Direct Grizzly Advertising 


Grizzly Mfg. Company, Paulding, ‘ 
manufacturer of moulded brake lining fé 
all automotive and industrial application 
has appointed Behel and Waldie a 
Briggs, Chicago, to direct its advertisiff 
account 


Logan R. Dickie Retires 


Logan R. Dickie, co-founded with Leot 
ard J. Raymond in 1921 of Dickie-Raj 
mond, Inc., Boston, has disposed of h 
interest in the firm to Mr. Raymond an 
has retired as treasurer. 
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Cried ‘Help!” 


@ To help America’s 1800 industrial distributors keep 
posted on the flood of war-born regulations affecting 
them, Mill Supplies has tremendously expanded its 
service to readers. A mid-month Supplementary 
News Bulletin has been sent, each month since 
January, 1942, to every subscribing house and to 
manufacturers who sell through distributors. 


This has not been easy. Each Bulletin has meant 
a 2- or 3-day trip to Washington. and as many days 
of editorial work afterward. Each has cost $750 
mailed. Yet no charge has been made for the extra 
service; Mill Supplies absorbed the $9,000 cost. So, 
after twelve issues, the editors asked recipients, “Has 
this service been helpful?” 


The answer was an overwhelming “Yes!” At this 
writing. the survey has drawn more than 600 com- 
ments which read like these: “Very important ser 
vice; please continue.” “Boy, we like it; a knockout!” 
“Very helpful, concise, easily understood.” “Informa- 
tion we cannot get from other sources.” “Excellent 
and timely.” “Depending on Bulletin; no other 
source.” “We, so far away from Washington, de- 
pend on these reports.” “Frank, dependable informa- 
tion is manna.” “Best source; would pay.” “Would 
gladly pay.” “Information not available elsewhere.” 
“We pass around to five companies.” “Keep up the 
good work.” “Invaluable.” “Look forward to it every 
month.” 


These speak for themselves, and we will, of course, 
continue the service. Our primary job is to continue 
to be industrial distributor’s most reliable and most 
complete source of the data he must have to run 
his business. By that very token, Mill Supplies is the 
one best way for you to provide your distributors 
with the information they need to sell your products 
effectively —today and tomorrow. 
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TO REACH THE MEN WHO Specify IN 
MORE THAN S000 PLANTS MAKING 






MACHINES, APPLIANCES AND EQUIPMENT 


=r - Those men are the Design 


Executives. The responsibil- 

ity for originally specifying 

materials, parts, finishes and methods is theirs. 

It is their specifications which can send your way 

the business you would like to be getting now 
. or in the future. 


Source of design information for these men is 
MACHINE DESIGN. From its editorial and adver- 
tising pages they learn of new developments, 
new ideas, new advantages which they can apply 
to the machines they are designing or improving. 

















Have you a message to get across to these men? 
Would you like to show them how you can help 
them solve a problem, or build some new advan- 
tage into their machine? It isn’t easy to get to 


see them personally. They are doing vital war 
work, but MACHINE DESIGN takes your informa- 
tion right by the guards and delivers it direct to 
the busy men who head up Design Departments 
in all the important plants that manufacture ma- 
chines, appliances and equipment. 


These are the same men—and the same plants— 
to which you will be looking for after-the-war busi- 
ness. With MACHINE DESIGN you get uninter- 
rupted coverage of plants and key design men. 
New war plants and new men are reached 
through MACHINE DESIGN’s continuous control 
circulation plan. For details on the complete cov- 
erage, number of plants and what they make, 
where they are and how they rate, write for new 
booklet “Getting it Specified”. 
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year, making the gain for the first two 
months 15.6 per cent. 

The trade publication group as re- 
flected by the combined reports of 
twenty-nine publications in this classi- 
fication rose above the zero mark last 
month. February issues were 1.1 per 
cent ahead of those of 1942, making 
the score for the two months just 
under the plus zone. 

The class publications are showing 
strength this year. The fifteen papers 
in this group carried eleven per cent 





FROM COPY TO MAIL BAG 














more business in February issues this 
year than a year ago and brought the 
standing to date up to a 4.95 per cent 
gain. 

In last month’s tabulation Chemical 
«~ Engineering News should have 
shown 39 pages instead of 30 pages 
for January, 1943, and Industrial & 
Engineering Chemistry should have 
been 145 pages instead of 106 for the 
same month. Architectural Record 
should have been 53 pages instead of 
§1 pages for January, 1943. 
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Is Your Printer An Advisor Now? 





(of interest to publishers) 


In these topsy-turvy war days the business paper publisher 


should be able to look to his printer for competent advice 


on his numerous new problems. 


With paper restrictions staring him in the face and re- 


ductions in engravings and electros; or deadlines passed 


because an out-of-town printer is handicapped by uncertain 


mail deliveries; or overhead mounting 


time something be done. 


well, it’s high 


Here at WNU we've helped many a publisher solve some 


difficult problems. We're making it a particular point to 


help in the present emergency. For 36 years we have been 


doing publication printing and the magazines we turn out 


represent more than a score of industries. Printing is our 


job, of course, but we've also often helped put a publication 


on a more profitable basis 
ting production expense 
getting more advertising! 


There may be something 


actually offered ideas for cut- 


even suggested selling plans for 


we can do for you in these 


uncertain times, in addition to turning out a book you'll be 
proud of, Shall we talk it over? 


PUBLICATION 


DEPARTMENT 


WESTERN NEWSPAPER UNION 


HAYmarket 6100 . . . 210 S. Desplaines Street, Chicago 
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[CONTINUED FROM Pace 58] 


Trends 


orders, as of today, represents scyey 
to eight months’ output; but wit 
most of the nation’s war plants no 
equipped, machine tool 
showing a decline from the 1942 rate 

While the demand for machin 


tools will remain heavy throu; 
















order aré 















hou@| 
the war—machine tools for new 
projects, for aid to our Allies, fog 
replacement of worn-out machines 
and to meet changes in design—some 
companies will find demand falling 
below capacity. 
This that 
now for the first time becoming a pos- 
sibility in the machine tool industry. 



































means “conversion” ig 







It must be borne in mind that it 










was not necessary to “convert” ma- 


chine tool plants for the production 
They did 


not have to shift to a new product— 








of machine tools for war. 






the need was for increased output of 






the product they were already making. 


Thus 








demanded of a 
lathe more lathes 
—from a maker, 


more milling machines—from a planer 


what war 





manufacturer was 
machine 









milling 


builder, more planers—and from : 






builder of peace-time special-purpos 
more special-purpose mi- 





machines, 
chines designed for war jobs. 






Consequently, for war production, 


























machine tool builders did not ned 
to alter the nature of their manv- 
facturing facilities—they needed on 
to expand them. 

A part of these expanded faciliti 
now may shortly be available for th 
making of other products. al 

Machine tool plant facilities cor for 
sist chiefly of machine tools of ti lan 
very types used for the manufactu: to 
of parts for guns, airplane engine evi 
tanks and other items of war m: 
teriél, requiring precision work. ti 

With such plant changes and ne pa 
equipment as might be necessary, fn 
would therefore not be difficult i * 
most cases to “convert” a portion < ; 
a machine tool plant to some othe 
type of war work—still using th 
major portion of the facilities of tha - 
plant for the building of machinf} : 
tools. 

Such use of any slack that may de x 
velop in machine tool plant capacit®} t 
offers three advantages—it w ul 
make use of existing facilities, 1f 
would use men already trained, anf 
it would save _ time. — MacitIN! 
Too.s. NEW 
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“l" The Stuff Victory is Mad 
e of 
im e stu ictory 1s IVla ae 
for t 
® Greatest praise is due our fighting men creates a need for conservation of paper 
— for their valor so well proved in battle on and paper products. Users of all grades Govetcoat™ 
of ti land, sea and in the air. Their determina- of printing paper are cooperating in this PRINTING PAPERS 
ifactu to win is echoed in the breast of | emergency. Some publications are now 
en gine very freedom-loving American. issued in a restricted number of pages, w 
ar m No sacrifice by individuals or corpora- others in a reduced page size. Advertisers . 
k. tions or industries is too great a price to are saving paper by producing printed Trufect 
nd ne pay for the material support our armed pieces cut from standard size sheets. All For Highest uatiy Priating 
an & forces must have to win this war. Hardly along the production line in the printing Kimf. * 
“es industry in the land is not dedicating trade, the need for conserving paper is 
tion ‘ , , ; Companion te Trufect at 
pee all to this purpose. Included is the pulp _— recognized and practiced. lower cost 
a ‘h 1 paper industry whose products now It is by concerted, wholehearted coop- 
of ci being used enormously for vital mili- eration of every industry, every firm and Multifect 
na ry needs. every individual, that America demon- prabamee tbe 5.5: 
As a result of military necessity, the strates its will to win this war! This is the 
nay de sovernment has issued a directive defi- spirit that surely will speed our victory w 
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utomatically 


| 


f ccepted 


by advertisers 

who manutacture 
machines, materials 
tools, cutting oils 
and accessories for 


volume production. 


You too will learn 
the reason why by 
asking for the new 


circulation bulletin. 





SCREW MACHINE 
PUBLISHING CO., INC. 


45 EXCHANGE STREET 
ROCHESTER, NEW YORK 


[CONTINUED FROM Pace 53] 


Horse Power 


of material and approved the final draft 
of the manuscript for this booklet. 

It seemed to us basically important 
to make the booklet just as simple, 
direct clear, and explicit as possible. 
In our effort to do so, we made use 
of as many illustrations and diagrams 
as feasible, with clear, specific cap- 
tions, and direct references to illus- 
trations were made throughout para- 
graphs in the text. The pictures were 
also arranged, where practicable, to 
be on the same page with, or adjacent 
to corresponding text matter. We 
tried to design a modern format, with 
legible type face, sufficiently leaded 
for easy reading. Bleed illustrations, 
where space permitted, were used to 
enhance the appearance of the book- 
let. The size finally decided upon was 
5\x8'% inches. 

After we had prepared a 
comprehensive dummy and a rough 
draft of the text, we found our job 
had actually just begun. The copy 
was then submitted to recognized 
authorities, to master horseshoers, to 


fairly 


leading veterinarians, and to profes- 
agricultural colleges. The 
suggestions received were all helpful 
and highly fact, 
without this outside help it would 
have been impossible to produce a 
book which would meet the very ex- 
acting standards we had set up. Con- 
ferences, discussions, correspondence, 


sors in 


constructive. In 


all consumed time, so it was a matter 
of several months before we had copy 
which our “board of experts” agreed 
upon. We felt, however, that this 
time was necessary and well spent. 

most essential that 
every statement in the booklet be 
accurate, that the directions for shoe- 
hoofs, and 
common diseases 


Since it was 


ing, trimming animal’s 
treating the 
of horses’ and mules’ feet be correct, 
we were satisfied only when we felt 
that it had been properly passed upon 
by authorities and that its phraseology 
was clear and unmistakable so that it 
could be understood by the average 
reader. We tried for brevity, too, all 
the through. We know that 
farmers are busy people these days 
and just like the rest of us—they 
can’t waste time wading through a 


more 


way 


lot of unnecessary words. 

It was our purpose to let the ad- 
vertising effect of this booklet be 
entirely indirect. The company name 
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appears on the inside front cover, 
over the facsimile of a message from 
E. N. Gosselin, our president, whose 
brief message merely points out the 
purpose of the booklet. The only 
advertising line in the entire booklet 
is at the bottom of this message. Ir 
is a simple statement, in small type, 
and reads: “Manufacturers of Phoenix 
and Juniata Horse and Mule Shoes 
and Calks.”” The booklet also carries 
the company slogan, “Phoenix Prod- 
ucts Mean Quality,” on the back 
cover. 

The accompanying illustration, re- 
producing the cover and some of the 
inside pages of the booklet, provide 
an idea of the format employed and 
the type of detailed pictures used. 

For immediate distribution, we had 
available a list of farmers, horse and 
mule breeders, county agents, and 
men in agricultural colleges. Small 
space ads were placed in leading farm 
journals and news releases were sent 
to a long list of farm papers. Further 
distribution is being made through 
our jobbers and in addition, a number 
of booklet are being mailed out by 
the and Mule Association of 
America. 

We feel we have made a wise in- 
vestment, but most important of all, 
we believe we have provided a book- 
let that will give farmers some really 
helpful information about caring for 
their horses and mules at a time when 
it is needed more than ever before. 
Early reports indicate that it will be 
well received by farmers and others 
in horses and mules. If 
even a small contribution toward 
winning the war has been made by 
this means, we are well satisfied. 


Horse 


interested 
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Mewslelier 





VOL. 1, NO. 1 


333 N. Michigan Avenue, Chicago 


PRICE, Your Interest 





Buying Service for 
War Industries 

Procurement problems are the 
most difficult any manufacturer in 
the war production field has to en- 
counter. He has tremendous prob- 
lems of finding sources of supply 
prepared to accept his orders and 
make deliveries in line with his pro- 
duction schedules. 

That is why PLANtT-PRODUCTION 
DirEcTORY and_ other standard 
sources of buying information are 
so invaluable to harried purchasing 
and production executives today. In 
addition to telling them how to use 
your product, you won't be making 
a mistake if you make it easy for 
them to find what you make, who 
distribute it, and how to get in touch 
with you. 

Industrial directories are the first 
line of attack in today’s procure- 
ment job! 


A 200 Per Cent 
Increase in Two Years 

Reader's Digest has probably made 
the most spectacular gains of any 
publication in existence, but PLANT- 
PropucTioN Directory has some- 
thing to be proud of, too. One is the 
remarkable increase in the volume of 
advertising leading industrial adver- 
tisers are giving us. 

Our first edition appeared in the 
spring of 1941, and the spring edi- 
tion for 1943 is going to press with 
three times the volume which ap- 
peared in the first book. That must 
mean something, because you know 
most directory advertisers key their 


ads, 


Helping the 
Aviation Industry 

Aircraft manufacturers have done 
a remarkable job in turning out the 
thousands of planes needed by Uncle 
Sam for victorious prosecution of 
this war. And we're glad to have a 








part in helping production and pur- | 


chasing executives solve their buy- | 
ing and procurement problems in the | 
most expeditious way. 

Paul H. Knepper, president of 
Knepper Aircraft, of Lehighton, 
Pa., is typical in saying, “Your 
PLANT-PropuctTiON Directory has 
been an invaluable asset to our pur- 
chasing and research departments. 
The book has speeded and simplified 
our methods of securing various 
manufactured items and has assisted 
us locating new sources of supplies.” 

Thanks, Mr. Knepper. 


Simplification in 
the Directory Field 

One of the things users like best 
about PLANt-Propuction DrreEct- 
orY is that its streamlined classifica- 
make it possible to locate 
sources of supply in a fraction of the 
time usually required. “Trick head- 
ings,” some of which may have been 
established to create artificial differ- 
ences between standard products, 
are out in this book, and the result 
is that buyers have no difficulty in 
locating complete lists of supplies for 
each type of product they are inter- 


tions 


ested in purchasing. 

Maybe this isn’t so good for us, 
because with more classifications we 
could probably sell more advertis- 
ers, but after all, it’s the user whose 
interests must be protected. 


Rapid Changes Demand 
Up-to-Date Information 


One of the things manufacturers 
tell us is that they use PLANT- 
Propuction Directory frequently 
because many of their old suppliers 
can no longer take care of their re- 
quirements. Hence they must 
broaden their base and add new 
manufacturers to their list. 

For instance, A. Babboni, of Air- 
craft Hardware Mfg. Company, 
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New York, says, “In the aircraft 
industry changes have been exceed- 
ingly rapid, and we have had a 
great deal of difficulty in lining up 
subcontractors. We obtained sev- 
eral of them through your directory. 
It also becomes more difficult to ob- 
tain raw material from older con- 
cerns, and your book has been quite 
valuable in finding additional con- 
cerns to supply our needs.” 

We're glad we’re doing our bit in 
aiding airplane production, Mr. 
Babboni. 


How’s This for a 
Renewal Percentage? 


There’s bound to be a certain 
amount of mortality among adver- 
tisers in an industrial directory, be- 
cause of changes, mergers, etc., but 
nevertheless would like to be 
able to renew 100 per cent of the 
business sold in each issue of PLANT 
PropucTion Directory. We don't 
do that well, to be frank about it ; in 
the Fall 1942 edition, for instance, 
the percentage of renewal advertis- 
ers was 95. Still and all, as West- 
brook Pegler says, that’s a pretty 
handsome batting average, and sug- 
gests that PLAnt-Propuction Dt- 
RECTORY must be doing all right for 
the manufacturers using our space. 


we 


What Do You 
Want to Know? 

My job is to tell you the things 
I think you’d be interested in hear- 
ing about PLANt-Propuction Dt- 
RECTORY, its advertisers and its users. 
Let me know if there’s anything 
special you'd like to hear about. I'll 
gladly do a little extra spade work 
to dig out the facts you want. Just 
drop me a line. 
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Industrials Win In 
Annual Advertising Awards 


Annual Advertising Awards for 1942, 
sponsored by Advertising © Selling, 
honored Chester J. LaRoche with the 
Gold Medal Award for distinguished 
services to advertising. The award to 
Mr. LaRoche was made on the basis of 
work done in connection with the Adver- 
tising Council and wartime advertising. 


The American Locomotive Company 
won the medal award for advertising as 
a social force with its campaign to stim- 
ulate greater public response to all war- 
effort appeals, dramatizing the need for 
individual cooperation by translating the 
effects of national defeat in terms of 
individual loss and suffering. United 
States Rubber Company was given honor 


able mention in the same classification 
with a program of advertising subordi- 
nating its product to topics of vital im- 
portance to a nation at war — specific 
instructions in the “how™ and “what” of 
emergency situations, and dramatic and 
emotional appeals, such as “We'll Walk 
Barefoot if Necessary.” 

Coéperative groups of local advertisers, 
with Stephan National Industrial Adver- 
tising as their agency, received honorable 
mention in the Newspapers, National 
Copy, section with a series of ads di- 
rected against “Loose Talk.” 

Medal award in the business publica- 
tions group went to The Warner & 
Swasey Company for a campaign by 
Griswold-Eshleman Company, Cleveland 
agency, devoted to reporting original ex- 
amples of skill and ingenuity in the use 














OUR SPECIALTIES 


Catalogues Publications 
Booklets Paper Covered Books 
Flyers House Organs 
Proceedings Convention Dailies 
Price Lists General Printing 
Typesetting Always clean lino- 


type and monotype. Standard and 
special type faces, if desired, from our 
own machines and type foundry 


Presswork We have the most 
modern presses to produce any type 
of printing job’ economically. Color 
presses, one or more colors, operated 
by master pressmen. 


Binding Any type of binding, ma- 
chine gathering, machine covering and 
special trimmers. Again this modern 
equipment gives economy. 


Mailing If desired, we mail your 
printed matter direct from Chicago — 
the central point of distribution. The 
facilities of our binding and mailing 
departments are so equipped that we 
deliver to the post office or customer 
as fast as Our presses print. 


Please Address All Communi- ernie 


cations to the Company 
Telephone 
WABash 3380 
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PRINTING PRODUCTS CORPORATION 
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Printers 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill. 


‘f Hall Company) 











Excellent Quality 


Due to— Modern Equipment and 
Master Printers. 


Quick Delivery 


Due to— Modern Automatic Machin- 
ery — Day and Night Service. 


Right Price 
Due to— Superior Facilities and Effi- 
cient Management. 


Satisfied Customers 


Quality, Service and Economy in good 
printing keeps all satisfied. We have 
solved many printing, publication, 
catalogue, advertising and mailing 
problems. LET US SOLVE YOUR 
PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 


Let us estimate your printing needs 
—however large or small. Estimates 
place you under no obligation. 


LOCAL 

Dun & Bradstreet, Inc. Rates 

Printing Products Corporation 

and Associates over $1,000,000 
Highest Credit 
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of turret lathes. Runners-up in this 
classification, winning honorable mention, 
were E. I. du Pont de Nemours & Com. 
pany, Inc., with its series of “How to” 
instructions, and L. C. Smith & Corona 
Typewriters, Inc., whose series of four 
ads sought to help dealers and business 
by explaining the effects of government 
restrictions, seconded the government's 
efforts to buy typewriters, emphasized 
typewriter upkeep, and appealed to busj- 
ness houses to sell old typewriters to the 
government. 

A group of electric companies in a 
campaign planned by N. W. Ayer & Son, 
Inc., won top honors in the Association 
Advertising division. Glycerine and Asso- 
ciated Industries’ campaign aimed to in- 
duce housewives to save kitchen fat to 
make explosives, and American Indus- 
tries Salvage Committee’s scrap drive, 
both in codperation with the Advertising 
Council, received honorable mention 

Felt & Tarrant Mfg. Company was 
awarded honorable mention in the copy 
classification for a campaign to convey a 
message of speed, accuracy and economy 
and to create a friendly partisan attitude 
toward the advertiser's equipment. A 
medal award in non-promotional research 
went to The Psychological Corporation 
for “Two Studies of Public Sentiment 
Toward Wartime Advertising.” 


Allis-Chalmers Promotes 
Three in Tractor Division 


A. W. Van Hercke has been promoted 
from sales manager to assistant manager 
of the Tractor Division, Allis-Chalmers 
Mfg. Company, Milwaukee. A. F. Me 
Graw, former sales promotion manager, 
has been advanced to general sales man- 
ager, heading up industrial and agricul 
tural sales of the tractor division. R. A. 
Crosby of the advertising department, 
who was temporarily loaned to the salvage 
section of the WPB, will be advertising 
manager of the division. 


[CONTINUED FROM PaGE 33] 


Company Newspaper 


thing, your story is no place to say 
so. Say it in an editorial. That’s the 
place to express opinion. Good news- 
paper practice draws that sharp line. 
Let’s stick to it. 

NOTES ON EDITING 

“Making up” a newspaper is a sort 
of tailoring job. With the material at 
hand, the editor has to cut and patch 
until the “suit” fits the form of our 
paper. 

Therefore, don’t be disappointed if 
your stories are cut. The size of the 
space available governs the 
“play” the story receives. 


NOTES ON WRITING 

Do your own cutting when you are 
writing. Rewrite if necessary until 
you are satisfied that you have: 

1. Told the whole story— 

2. In the fewest possible words— 

3. In the simplest, clearest, brief- 
est, most readable style. 


often 
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W.. are proud to serve... 














* 


Facsimiles of advertising 
prepared by Evans Associ- 
ates, Inc. for the War Pro- 
duction Board, and the 
report on how effective it 
proved—indicative of this 
agency's participation in the 


Nation’s all-out war effort. 


* 








% This is presented as an example of wartime agency serv- 
ice possible with a balanced organization of 25 people — 
Domestic Advertising Division, Sales Management Division 
and Export Marketing Division, each directed by a special- 
ist. Send for your copy of our Business Forum presenting 
helpful current facts on business and advertising. 
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GROWING 
WOOD AIRCRAFT 
INDUSTRY 
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Sample Copy and Full Details 
On Request 


MEMBER 


CCA -NBP 


WOOD PRODUCTS 





The First Big 


To bridge he | gap between victory and the 
time when America can put its millions of 
war workers and soldiers to work on_ in- 
creased consumer production, there is no bet- 
ter way of preventing widespread unemploy- 
ment than a broad program of useful public 
works. 


. > 
Preparing Plans This Year 
Plans are being made now and during the 
coming months for sewage, water, street and 
highway projects that can be started imme- 
diately after victory. May we tell you how 
this specialized engineering and construction 
magazine can carry your sales message ef- 
fectively and economically to all those who 

plan and build public improvements? 


PUBLIC WORKS 


310 East 45th St.. New York, N. Y 


[CONTINUED FROM PaGeE 48] 


Foreign Trade 


commodities, all segments of the dis- 
tributive trades, including particu- 
larly the importer and exporter, will 
face a job that has no precedents. 
Your present problems are impres- 
sive—but if I am not mistaken, your 
postwar job will cause you to look 
back on 1942 and 1943 with a feel- 
ing of langsyne. 

Since I was asked to discuss the 
operations of the Depart- 
ment of Commerce, I may have 
strayed away from my object a bit. 

felt, however, that a word or two 
about matters close to your hearth- 
stone might be in order. 


wartime 


War, of course, is not new to the 
Department, which has among _ its 
personnel today, many who are old 
enough to have had experience in 
the so-called World War I. Many 
who have in the meantime passed 
along, left their store of knowledge 
gained during that period in our com- 
mercial arsenal. You have perhaps 
found your old office records to sud- 
denly come to life—to prove invalu- 
able in solving a current problem, 
just as industry has found men it 
had retired, because of age, to become 
extremely valuable again because of 
their experience and knowledge. 

Our commercial arsenal, our store- 
house of intelligence, suddenly came 
to new life when war broke out in 
Europe, particularly since this war 
economic 
Practically 
every in Wash- 


ington dealing with production, trade, 


is being conducted along 
as well as military lines. 
government agency 
and finance is dependent in some de- 
gree upon the records and trained 
personnel of the Department of Com- 
merce. And we have gone far to 
integrate a large part of our inter- 
national operations with those of the 
Board of Economic Warfare. 

In the files of the Bureau are data 
on the movement of commodities, the 
progress of our commercial life, the 
rules, laws, and regulations of for- 
eign countries that have affected our 
trade, and facts about hundreds and 
thousands of firms around the globe. 

A tremendous amount of the serv- 
ice with which you have been long 
applicable and essen- 
Much of this 
information may not be published 
during the war, but all of it is flow- 
war agencies. 


familiar is today 
tial in the war effort. 


ing from us into the 


Our foreign commodity reporting 
work is now foreign commodity and 
basic raw materials requirements an. 
alysis. The monthly industrial ded 
velopments reports are still the basig 
compilations in government reflecting 
the commerce and industry of the 
United States. 

The balance of international pays 
ments and investments is a continu. 
ing study. The Bureau is the same 
profound source of foreign economig | 
information as always and its analyses) 
are the elements of many interde™ 
partmental policy determinations. We 
have a well defined place in the field 
of commercial policy. 

Many of you follow our publica. 
tions on national income and our na 
tional products statistics. And bes 
cause our international studies must! 
include the impact of war on the 
domestic economy, today much of 
our research in trends and problems 
of distributors trades in the United? 
States are integrated in the interna- 
tional project. 

You foreign traders have played 
an important part in the development | 
of our reservoir of intelligence. Over 
the years you have contributed infor-7 
mation and experience, which have 
fitted into the overall international 
picture of commerce and _ industry 
which we have tried to develop. 
Looking at the future, much of the 
information now being developed 
the Department purely in the interest 
of furthering the war effort will be 
valuable to foreign traders when peace 
is restored. 

When this war is finished, the De- 
partment of Commerce will know 
more about the commerce and indus- 
try of the world than ever before. 
By reason of your war experience, 
you will be wiser as foreign traders, 
and better fitted to meet the problems 
that are sure to rise upon the cessa- 
tion of hostilities. 


zkkekkk KK 


26 successful years 
under the editorship 
of Merle Thorpe... 


* 
* 
* 
* 
* 
* 
* 


CHOOSE THE 
LEADER IN 
THE BUSINESS 

FIELD... 
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PHOTOGRAPHY BY 
A. GEORGE MILLER 


No Tattle Tale Gray Here 


When we applied our photo-engraving knowledge to offset printing, we were 


determined to overcome its familiar grayed-out appearance. 
A certain type of negative was worked out by our halftone photographers— 
one that was sure to hold the basic values of the copy. Months were taken 
to check the proper graining of zinc to accommodate such a negative. Even the 
ink laboratories were asked to assist in the undertaking. 
The results have been amazing. People who have seen it say it took 
C. M. & H. to break down the old offset weakness. 
We have been so pleased with our process we have christened it Veritone.* You'll 


hear more of it later. If you’re in a hurry, call or write us and we'll hop right over. 


C MeHi Offset Printing Co. 


DIVISION OF COLLINS, MILLER & HUTCHINGS + PHOTO-ENGRAVERS 
207 NORTH MICHIGAN AVENUE « CHICAGO 


Registered Trade Name of C.M. & H. Offset 
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Ie you are looking for detailed, factual 
information about business publications, we 
suggest that you make regular use of the media 


pages in the 1943 edition of the Market Data 
Book. 


“erty 





media supplied the basis for the specification 
sheets used by these publications in preparing 
information for the Market Data Book. 


You will save yourself many hours of labor 


by using first the media data pages which have 








One hundred and forty leading industrial pub- heen fled te the Mabet Gate Beck. Yhew 
lications have filed reference data in your ref- ; : ; | 
; were written to help you in your important li 
erence book to enable you to have detailed ; ee BUSINE 
: task of evaluating publications for your adver- Corp 
information about their services whenever you Buyers’ 
, : . tising. Your use of them regularly will increase TRY IN 
are interested in coverage of their markets. — 
the value of the Market Data Book to you, and ~~ 
Corpo 
These pages are not “advertising promotion" hence to the numerous industrial publications Case 
ERA MIC 
in the ordinary sense. They are factual pre- which are taking this modern method of sup- — 
° ° ° ° ° ° ° CHEemica 
sentations, tailored to the specifications of in- plying information regarding their editorial = 
Cv. E> 
dustrial advertisers and agencies, whose advice _ policies, circulation coverage and advertising T cme Ac 
AMPOSI 
as to the information they want when studying __ services. oo 
ONSTRI 
— 
AND 
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THE MARKET DATA BOO 


VE. © 
@ Published by INDUSTRIAL MARKET! 
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Brick & Cray Recorp 

BumpING SuppLy News 

BusINESS PUBLISHERS INTERNATIONAI 
CorPORATION 

Buyers’ GUIDE FOR ENGINEERING AND INDUs- 
TRY IN THE SPANISH-READING MARK#&TS 

Caminos Y Ca.es 

CanapDIAN INDUSTRIAL EqguipMENT News 

Case-SHEPHERD-MANN PUBLISHING 
CorPorRATION 

Ceramic Data Boox 

Ceramic INDUSTRY 


CHemicaL AND METALLURGICAL ENGINEERING 
Cuemica ENGINEERING CATALOG 
CHemica INDUSTRIES 


CHILTON PUBLICATIONS 

Civ ENGINEERING 

bh Coa Act 

Composire Catacoc or On. Fiecp aNp Pipe 
_ Line EQUIPMENT 

Constr CTION METHODS 

Cotron 
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Dano W 


Daity Metat Trape 

Diese. Power 

Dopce Reports 

Domestic ENGINEERING 

Domestic ENGINEERING CataLoc Directory 
ELectricaL Buyers REFERENCE 

ELectricaL CONTRACTING 

ELectTRICAL SOUTH 

ELeEcTRICAL WorLp 

ELECTRONICS 

Ext TaLtter Mecanico Mopverno 
ENGINEERING AND MINING JOURNAI 
ENGINEERING News ReEcorp 

Factory MANAGEMENT AND MAINTENANCE 
FARMACEUTICO, EL 

FarM IMPLEMENT News 

FirE ENGINEERING 

FLEET OWNER 

Foop INDUSTRIES 

Founpry, THE 







Fritz PUBLICATIONS 

GARDNER PUBLICATIONS, INC. 

GILLETTE PUBLISHING COMPANY 

GuLF PUBLISHING COMPANY 

HarpWaArRE AGE 

HEATING, Pipinc & Air CONDITIONING 

HEATING & VENTILATING 

Hircucock’s MAcHINE Too. BLUE 

HospiraL MANAGEMENT 

INDUSTRIAL AND ENGINEERING CHEMISTRY 

INDUSTRIAL EQuIPMENT News 

INDUSTRIAL FINISHING 

INDUSTRIAL HEATING 

INDUSTRIAL MARKETING 

INDUSTRY AND POWER 

INGENIERIA INTERNACIONAL 

IRON AGE 

JOURNAL OF AMERICAN WATER WorKSs 
ASSOCIATION 


Book 





KEENEY PUBLISHING COMPANY 

MACHINE DesIGN 

MACHINERY 

MANUFACTURING CONFECTIONER 

Marine EGINgerRING CaTALocG 

MARINE ENGINEERING AND SHIPPING REVIEW 

McGraw-Hitt PusLisHiNG COMPANY 

Meat Packers GuImpE 

MECHANICAL ENGINEERING 

MECHANIZATION 

METALS AND ALLOYS 

Meta. INpustriIEs CATALOG 

Meta. Procress 
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Mitt Supp ies 

MINING AND METALLURGY 
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Mopern PACKAGING 
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NATIONAL PROVISIONER 
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Ou WEEKLY 

Overseas Buyers’ GUIDE FOR AUTOMOTIVE 
DistTRIBU TORS 

PAPER AND Puce Mitt CataLoGcue 

Paper INDUSTRY AND Paper Wor.p 

PENTON PUBLISHING COMPANY 

PETROLEUM REFINER 

Pit & QuARRY 

Pir & Quarry HANDBOOK 

PLANT PropuUCTION D1RECTORY 

POWER 

Power PLANT ENGINEERING 

Powers’ Roap AND Street CATALOG 

PRACTICAL BUILDER 

PROCEEDINGS OF I.R.E. 

Propuct ENGINEERING 

Propucts FINISHING 

PURCHASING 

Raitway AGE 

Raitway EvecrricaL ENGINEE? 

RaILway ENGINEERING AND MAINTENANCE 

Raitway MecHANICAL ENGINEER 

RaILwAy PURCHASES AND STORES 

RaAILWay SIGNALING 

REFINERY CATALOG 

REINHOLD PUBLISHING COMPANY 

Roaps AND STREETS 

Rock Propucts 

Screw MACHINE ENGINEERING 

SewaceE Works ENGINEERING 

SIMMONS-BOARDMAN PUBLISHING 
CorPORATION 

SmitH Pustications, W. R. C. 

SOUTHERN AUTOMOTIVE JOURNAL 

SOUTHERN HARDWARE 

SOUTHERN PowWER AND INDUSTRY 

STEEL 

Sweet's CataLoG FILE FOR THE 
BuILpING MARKET 

Sweet's CataLoc Fite, ENGINEERING 

Sweet’s CaTALoG FILE FOR THE 
MECHANICAL INDUSTRIES 

Sweet’s CaTaLoc Fie ror Power PLANTS 

Sweet’s CaTraLoG FILE FOR THE 
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THOMAS’ REGISTER OF AMERICAN 
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WELDING ENGINEER 

WESTERN Newsparer UNION 

Woop Propucts 
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LOS ANGELES 
Simpson-Reilly, Ltd. 


Garfield Building 
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Se Simpson-Reilly, Ltd. 


Russ Building 





SAN FRANCISCO 


‘ NEW YORK 
330 W. 42nd Street 








It Takes Equipment 
To Feed the World! 





A vast amount of equipment is 
needed to do the magnificent job 
being done by the Meat Packing 
Industry. 


What have you got to sell this 
81% billion dollar industry? Tell 
them about it in the packer’s pre- 
ferred magazine. Write for your 
free copy of “A Vital Industry.” 


@ @ 


THE NATIONAL PROVISIONER 
Leading publication in the Meat 
Packing Industry since 1891. 

107 S. Dearborn St. Chicago, Illinois 











ADVERTISING 


Anxious days are ahead, with “low 


visibility” in many phases of busi 
ness activity 

You will be able to see ur way 
more clearly if your product is fea- 
tured in PIT AND QUARRY, the 
first paper in the nonmetallic-min 


industry 

“P&O” leads in execu 
tive readers, individual subscribers, 
and paid producer circulation and its 


erals 


consistently 


lead continues to increase 
- 
Ask for a free 
market survey 
covermg your 
products 





PIT and QUARRY 


907 Rand McNally Bldg., Chicago, Ill. 
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The Jury of Awards in the Chicago Business Papers Association competition for the best 
all-around use of business paper advertising in 1942 met last month to select the winner 


from 122 entries. 
Inc.; Wallace Meyer, 
poration; 
vester Company; and Ralph O. McGraw, 


Fensholt Company. 


trophy made March I! at a 


Milestones 


in Publishing 


John J. Welch, editor, Mill Supplies, 
left on the Clipper, Feb for England 
where he is studying wartime distribution 
practices in that country. He will visit 
among others, officials in the British Min- 
istry of Supply, the Ministry of Produc- 








tion, industrialists, and marketing authori- 
ties. Upon his return, his report will be 
submitted to ofhcials of the War Produc 
tion Board as well as to the industrial 
supply industry 
* 
American Brewer, oldest magazine in 


the United States serving the brewing in- 
dustry observed its seventy-fifth anniver- 
sary in January. Robert Schwarz, editor, 
is a grandson of the first editor, and son 
of the editor from 1895 to 1901. Orig- 
inally printed entirely in German, the 
publication began in 1893 to publish both 
in English and German, duplicating the 
contents. The German section was aban- 
doned in 1918. 
+ 


Miller marked its 
anniversary in January with a special 
historical issue. Among interesting fea- 
tures were a number of machinery and 
equipment advertisements from issues in 
the 1870's illustrated by fascinating wood 
cuts. 

William B. Mayor, who has been in 
charge of sales of the publication for the 
last decade, has retired to North Caro- 
lina where he expects to engage in war 
work 


American seventieth 


e 
to the IV Fighter Com- 
mand and the Aircraft Warning Service 
on the Pacific Coast, Western Flying is 
publishing “Eyes Aloft,” a monthly tab- 
loid on newsprint providing an official 
information service for the 200,000 volun- 
teer workers guarding the Pacific Coast 
* 
The second issue of Productos Nuevos 


As a service 
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Checking their scores here are Sterling E. Peacock, N. W. Ayer & Son, 
Reincke-Ellis-Younggren & Finn, Inc.; 
George J. Callos, Allis-Chalmers Mfg. Company; M. J. Swan, International Har- 
“Industrial Marketing,” 
members of the jury are Sherman J. Sexton, John Sexton & Co., 


F. L. Blake, Kimberly-Clark Cor- 


contest secretary. Other 
and A. H. Fensholt, The 


The winner of the award will be announced and presentation of the 
meeting of the Chicago Federated Advertising Club 


has been issued by Business Publishers 
International Corporation, New York. It 
is published in both Spanish and Portu- 
guese, but advertising will not be ac 
cepted until the publishers feel it has a 
place and has been well established. In 
the meanwhile the contents are being de- 
voted wholly to illustrating and describing 
products for the industrial, construction, 
engineering, and automotive industries in 
Latin America. 


Accounts to Advertising Corporation 


The Advertising Corporation, Chicago, 
has been appointed to direct advertising 
for Vaver Sight Company, and Norton 
Door Closer Company, division of Yale 
and Towne Mfg. Company, both of Chi 


cago. 


Funnell to "Electrical Equipment" 


Walter Funnell, who has been associated 
with the Anaconda Wire & Cable Com- 
pany for the past six years, is now New 
York and New England representative for 
Electrical Equipment. 
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ELECTRICAL BUYERS REFERENCE 
330 WEST 42ND STREET + NEW YORK, N. © 
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ADVERTISING agencies are professional space buyers. They perform the 





- function of purchasing space on the basis of established methods of measuring 

In media values and determining the ability of publications to perform successfully 

le- for the advertisers who have entrusted to them the responsibility for profitabl-: 

ng expenditure of advertising funds. 

Nn, 

in MLANY of the leading agencies of the country have written “Okay” on HospiTa 

MANAGEMENT, the only ABC-ABP publication serving this field, during the 27 

7 years it has been rendering its unique service to hospitals and their administrators. 

- They recognize its editorial alertness, as demonstrated by its leadership in helping 

0, to solve wartime problems of equipment, supplies and personnel. 

rg 

on THEY approve the exclusive news service which it supplies, along with the 

le high-grade technical information presented each month in special departments 

" devoted to Nursing, Food Service, Housekeeping, Pharmacy, X-Ray service, etc. 
. They see the significance of the sharp rise in paid circulation which has accom- 

panied the expansion and development of these authoritative editorial services, 

-d and they appreciate the streamlined sales services which make Hospirat MAn- 

n’ AGEMENT definitely profitable to its advertisers. 

” 

or FOLLOWING is a list of agencies which have placed advertising in Hosprrax 


MANAGEMENT in 1942 and 1943. They will tell you why they regard this outstand- 
ing, proven medium as a “must” on every list which seeks the most effective 


coverage of the great hospital market. 








» » 4 4 , Anfenger Advertising Agency, Ince., Mitchell, Inec., Carr Liggett Advertising Agency, Jules Lippit, 

john Falkner Renate & Co., x W. Ayer & Son, Inc., Barlow Advertising, Earle Ludgin, Inc., MacFarland, Aveyard & 

Advertising Agency, Inc., Bozell & Jacobs, Inc., Branstater- Company, MacManus, John & Adams, Inc., Harold Marshall 

Hammond, Murray Breese Associates, Inc., Clifford F. Broeder Advertising Co., William Douglas McAdams, McCann-Erick- 

Advertising Agency, The Buchen Company, J. O. Buckeridge son, Inec., McLain Organization, Meermans, Inc., David B. 

& Associates, Calkins & Holden, Carter, Jones & Taylor, Mindlin, Advertising, Noyes «& Sproul, Inc., Paulson-Gerlach 

Davies & McKinney, Roy 8S. Durstine, Inc., William Esty & & Associates, Inc., Harry C. Phibbs Advertising Company, 

Co., Evans Associates, Inc., Burton G. Feldman Associates, L. W. Ramsey Company, Redfield-Johnstone, Inc., Reiss Ad- 

Ine., Ferry-Hanly Company, Foote, Cone & Belding, Inc., vertising, The Ridgway Co., Inc., Rogers & Smith, Root- 

Albert Frank-Guenther Law, Inc., Oakleigh R. French & Mandabach Advertising Agency, Charles L. Rumrill & Com- 

, Associates, J. M. Haggard, Advertising, _Hixson-O Donnell pany, Ruthrauff & Ryan, Inc., Ray Sayre Advertising Agency, 
r Advertising, Inc., Hoelke- Martine Advertising | Agency, Inc., Scheck Advertising Agency, Inc., Scheel Advertising Agency, 
a her a | Coane ae witen "> ampane, — Cory Snow, Inc., J. Walter Thompson Co., Van Sant, Dugdale 

Industrial Advertising Associates, William Jenkins, Adve - ae . ee : . : . ~ ’ ont 

ing, Johnson, Read & Company, Dana Jones Company, H. M. & Co., Inc., Venable-Brown Company, Inc., Von Arx Agenc y, 

Kiesewetter Advertising Agency, Inc., The Krichbaum Com- Charles W. Weeks Co., Inc., Wendt Advertising Agency, 












pany, Horace A. Laney, The Lavenson Bureau, Lennen & Williams & Saylor, Ine. 
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It’s distribution 
representative of 


HUGE AND PROFITABLE 
MARKETS 


FOR protective, camouflage and iden- 

tification coatings; metal cleaning 
and surface preparation compounds; 
rubbing and polishing pastes and li- 
quids; sandpaper and masking tapes; 
metal-cleaning apparatus, degreasers, 





drying and baking ovens and com- 
partments; manually and automatic- 
ally operated spraying equipment; 


roller coating, dipping, tumbling and 
whirling machines; and miscellaneous 
supplies related to production paint- 
ing and finishing processes. 


Sample copies, rate card and circula- 
tion information on request. 


PRACTICAL PUBLICATIONS, INC. 


1142 North Meridian Street, Indianapolis, Indiana 
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th YEAR OF PUBLICATION 





















CULTIVATE THIS 
2 BILLION DOLLAR 
MARKET! 


The shoe and leather industry needs 
materials and equipment to continue 
capacity production of vital materials 
for military and civilian use. Your prod- 
uct may be badly needed. If it is, you 
can best reach this great market through 
the pages of 


HIDE AND LEATHER 
AND SHOES 


Edited for the men who do the indus- 
try's buying and planning. Published 
weekly, read and respected by more 
influential men than any other paper in 


the field. 


The shoe and leather industry looks to 
this publication for complete, accurate, 
and timely information calls on the staff 
for counsel and special services. You 
may do the same. If your product has 
a place in this great market, please 
write us. You will receive our candid 
opinion, market information, and at no 
obligation. 


HIDE AND LEATHER 
AND SHOES 


The International Shoe and 
Leather Weekly 


300 West Adams St. 
Chicago, Ill. 
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In Step ¢ ¢ 


KKK KK KKK 


Rospert S. AITCHISON, sales promotion 
manager, Lindberg Engineering Company, 
and production director, “Heat Treating 
Hints” films released by the company, 
has enlisted in the Navy V-11 program 
and has reported to the Navy training 
school at Hanover, N 


ALDEN LIVINGSTON, assistant advertis- 
ing manager, Defender Photo Supply 
Company, Rochester, N. Y., has reported 
for duty with the Anti-Aircraft Com- 
mand. 





H. K. Dugdale, left, executive vice-presi- 
dent, Van Sant, Dugdale & Co., Baltimore, 
extends best wishes to C. M. "Buck" Bu- 


chanan, account executive, while Wilbur 
Van Sant, right, president, bids farewell to 
David Marks, assistant production manager, 
at gala agency party given in their honor 
just prior to departure for the Army last 
month. Both men received a shockproof, 
waterproof wrist watch as a farewell gift 


Cuar.es E. Brown, formerly advertis- 
ing manager, The Denison Engineering 
Company, Columbus, O., and president, 
Central Ohio Industrial Marketers, has 
been inducted into the Army. 


It's now SERGEANT RosBert D. Haw- 
KINS (McGraw-Hill, Detroit), having 
been promoted from corporal and as- 
signed to attend the course in military 
censorship at the Adjutant General's Of- 
ficers Candidate School, Fort Washington, 
Maine 

Harotp McCorMack, copywriter for 
the last four years in the advertising 
department of Eagle-Picher Lead Com- 
pany, Cincinnati, has joined the Army 
and is stationed at Jefferson Barracks, Mo. 


Epwarp I. Pratt, Western Electric 
Company, New York, is now a lieuten- 
ant colonel serving as director of public 
relations, Office of Post Public Relations 
Officer, Camp Crowder, Mo. 


DonaLpD T. McDOonaALp, manager sales 
promotion and publicity, Crocker-Wheel- 
er Mfg. Company, Ampere, N. J., is now 
at the Mare Island Navy Yard, Seattle, 
Wash 


Carro_t H. Cook, Corrigan Adver- 
tising Agency, Rockford, Ill., is now a 
private in the 311th Infantry, APO 78, 
Camp Butler, N. C 


Pyt. Donatp W. JacKson, 1231 §, 
C.-M. P. Sec., Fort Du Pont, Del., was 
formerly an account executive with Doyle, 
Kitchen & McCormick, Inc., New York. 


Lieut. (j.g.) D. C. Lance, USNR, U, 
S. Coast Guard, Marine Barracks, New 
River, N. C., was formerly with the 
Gulf Publishing Company in New York 


A/C Georce A. HEINEMANN (Mason- 
Neilan Regulator Company, Boston) js 
at HQ Training Det. AAF, TTC, New 
York University, New York 


Pvt. D. C. Jotty (Western Construc. 
tion News) is now at CAAF Barracks, 
Coffeyville, Kans. 


[CONTINUED FROM Pace 31] 


Caterpillar Program 


and electrically - operated 
models, they will have conducted a 
total of fifty-eight schools. Manned 
from the 
two trucks 


Cutaway 


service de- 
partment, the take off 
from both the Peoria and the San 
Leandro, Cal., plants to cover the 
eastern and western divisions of the 


by instructors 


nation respectively. 

Moving pictures reflect the interest 
in the nation’s war campaigns. For 
instance, one film is designed to con- 
tribute to metal salvage and conserva- 
tion, telling the story of this program 
in the plant, and what dealers are 
prepared to do to save metal, time and 
money. 

These are the ways in which Cater- 
pillar hopes to help both its country 
and its customers during wartime. 
The company’s determined to do all 
it can to serve both, and serve them 
well. 


F. D. Jones to Copperweld Steel 


Copperweld Steel Company has ap- 
pointed F. D. Jones assistant advertising 
manager for the company’s Warren, O., 
division. He will handle the advertising 
for Copperweld’s alloy tool, stainless, and 
special steels. 

Mr. Jones was formerly advertising 
manager, Dresser Mfg. Company, Brad- 
ford, Pa., and previously was associated 
with the advertising department of Repub- 
lic Steel Corporation. 
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7 top-notch advertising, sales promotion and marketing men in your 
industry belong to NIAA — WHY DON'T YOU? 
Now these men aren't joiners. They don't belong to NIAA because it's the 
{ thing to do. They belong to NIAA because they get certain, definite bene- a 
fits out of membership. 25 District Chapters 
*hoston 
NIAA BENEFITS Grease, 
incinnati 
1. Opportunity to perticipate in NIAA‘s Victory Promotion Plan—a program de- yee 
signed to stimulate and coordinate the war promotional activities of industrial Detroit 
advertising, sales promotion and marketing men. pony ne 
M -Dixon 
2. Opportunity to exchange ideas, discuss problems and new techniques with the Milwaukee 
top men from many different industries—to get a better understanding of gen- oe 
eral market developments. New Jersey 
New York 
3. Privilege of hearing key men from Government and industry speak on timely, neeeh 
vital issues at NIAA’s local monthly meetings and at regional and national Rochester 
conferences. St Louls 
San Francisco 
4. Privilege of getting NIAA‘s confidential reports, studies and surveys. — 
Western New England 
Why give your competitors this head start? Be smart... join NIAA at a iti 
i once ... and get these benefits for yourself. Send for complete information i Lag Pong far tabgooee 
about NIAA Membership and NIAA's Victory Promotion Plan. (Mail this lorgeear suggestion, for es 
coupon). ae a NIAA chapter in 
100 EAST OHIO STREET, CHICAGO, ILLINOIS 
NAME 
COMPANY 
POSITION 
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FORGING 


The steady increase in demands 
for forgings, stampings, etc., be- 
cause of the war program, nec- 
essarily indicates an active mar- 
ket for hammers, furnaces, re- 
fractories, cements, alloy steels, 
presses, hammerboards, cleaning 
equipment, burners, lubricants, 
die blocks and many other lines 
of equipment and supplies. 

You can reach this active mar- 
ket through the advertising pages 
of HEAT TREATING AND FORG.- 
ING. Your advertisement ap- 
pearing each month in this paper 
will impress the features of your 
products upon those who buy or 
influence the buying of equip- 
ment and supplies. 


Published by 
STEEL PUBLICATIONS INC. 
108 Smithfield St Pittsburgh, Pa. 


HEAT TREATING 











The Open Hearth and Blast Fur- 
race Committees of the A.I.M.E. 
will hold their annual meeting at 


(leveland, Ohio. April 29-30 


The April issue of BLAST FUR- 
NACE AND STEEL PLANT will 
#s usual, carry a special section, 
printed on India Tint stock which 
will contain the program of the 
conference and articles relative to 
the conference. Your advertisement 
in the April issue will be widely 
read by both those who attend the 
conference and those unable to 
attend 


Forms close March 20th. Make 


your reservation now 


STEEL PUBLICATIONS. 


PITTSBURGH, 
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108 SMITHFIELD ST. 
PENNA. 





local 


What 








chapters of the 





NL A. A. News 


National Industria} 


Advertisers Association are doing and thinking about 





Rose Succeeds Wiley 
As CIAA President 


Howard W. Rose, assistant secretary, 
The Buchen Company, Chicago, has been 
elected president of the Chicago Industrial 
Advertisers Association to fill the unex- 
pired term of Blaine G. Wiley. Mr 


Wiley, who is assistant general sales man- 





HOWARD ROSE BLAINE WILEY 


ager, All-Steel-Equip Co., Inc., Aurora, 
lll., has resigned to join McGraw-Hill 
Publishing Company, New York, where 
he will do special editorial research and 
work on Engineering 
effective March 15 


sales promotion 
Mining Journal 


Fred G Jones, assistant advertising 
manager, The Creamery Package Mfg 
Company, a director of the association 


has been elected vice-president to fill the 
post vacated by Mr. Rose John H 
Morse, economic consultant, The Buchen 
Company, has been elected a director of 
the association, and C. Norman Kirchner, 
sales promotion manager, Independent 
Pneumatic Tool Company, vice-president 
of the association, has been elected a di 
rector of the NIAA 


W. Lane Witt, manager valves and fit- 
tings advertising, Crane Co., will repre 
sent the association on the board of 
governors of the Chicago Federated Ad 
Club 


vertising 


Thomas Installed As 
St. Louis President 


H. VonP. Thomas, merchandising man 
ager, Bussmann Mfg. Company, was in 
stalled as president of the Industrial Mar 
keting Council of St. Louis at a banquet 
Feb. 19. He succeeds Charles W. Bolan, 
advertising manager, Carter Carburetor 
Company. Mr. Thomas served as chair- 
man of the industrial advertising division 
of the St. Louis Advertising Club in 
1927 and 1928, which was organized into 
the council in 1931. He has been active 
in industrial advertising association work 


ever since and has served as vice-presi- 


dent and director of NIAA 
Other officers installed were: Vice 
president, Oliver S. Imes, advertising 


manager, Century Electric Company: and 
secretary-treasurer, Harry L. Nagel, 
American Paint Journal 

Slap-stick comedy entertainment by 





produced under direction 
of Berwick D. Sprague, B. D. Sprague 
Studios, chairman of the banquet com 
mittee, who was assisted by Richard Y 
Fuller, McGraw-Hill Publishing Company, 
and Carl O. L. Hoffsten, advertising de. 
partment, Wagner Electric Corporation 


members was 


Plan Washington Meeting 
On Victory Promotions Plan 


A meeting with War Production Board 
oficials in Washington is being planned 
by Wilmer H. Cordes, vice-president, 
National Industrial Advertisers Associa 
tion, in charge of the Victory Promotions 
Plan, for members of his committee and 
association executives to show the various 
WPB department heads what members 
are doing to help the war effort and to 
arrange for closer codperation 

Mr. Cordes has issued instructions to 
Victory Promotions chairmen of the as 
sociation’s twenty-five chapters for the 
preparation of portfolio presentations of 
war production promotion material created 
by their members. These books will be 
used to exhibit the outstanding contribu 
tion industrial advertising is making t 
the war program 


NIAA Sets Up Advisory 


Research Committee 


An Advisory Research Committee has 
been set up by the National Industrial 
Advertisers Association for the purpose 
of long range planning of association 
activities. The committee is comprised of 
seven past presidents, thus drawing on 
the broad experience of men who have 
contributed to the 
ization to chart and guide its future course 

Members of the committee include Wil 
liam E. McFee, American Rolling Mill 
Company, Middleton, O.; R. Davison 


success of the organ 





H. von P. Thomas, merchandising manager, 


Bussmann Mfg. Company, center, newly 
elected president, Industrial Marketing 
Council of St. Louis, with vice-president 
Oliver S. Imes, advertising manager Cen- 
tury Electric Company, right, and Secretary- 
Treasurer Harry L. Nagel, “American Paint 
Journal,” caught by the camera man at 
the annual installation banquet last month 
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A section of the speakers’ table at the evening session of the War Activities Clinics of the Industrial Marketers of New Jersey held in 
Newark last month. From the left are George S. Pfaus, Assistant Regional Labor Representative, War Production Board, Region 2; Ralph O. 
McGraw, editor, “Industrial Marketing’; W. Ellison Chalmers, Acting Chief of Staff, War Production Drive Headquarters; Samuel E. Gold, 
President, IMNJ, secretary-sales manager, Lignum-Vitae Products Corporation; Zenn Kauffman, trade relations manager, Stagg-Finch Co.; 
Stanley E. Teele, New Jersey district manager, Stagg-Finch Co.; and Elmer C. Gischel, ad manager, Walter Kidde & Co., secretary, |.M.N.J. 


New Jersey Zinc Company, New York; 


Charles McDonough, Combustion’ Engi- 
neering Company, New York; F. O 
Wyse, Bucyrus-Erie Company, South Mil- 


waukee, Wis.; Stanley A. Knisely, Asso- 
ciated Business Papers, New York; Maj. 


Richard P. Dodds, U. S. Army, Wash 
ington (Truscon Steel Company); and 
Keith J. Evans, Inland Steel Company, 


Chicago 
The association now has 
chapters and 2,050 members 


twenty-five 


NIAA Announces Overall 
Trim Size Recommendations 


The Standardized Trim Size Committee 
of the National Industrial Advertisers 
Association, Inc., has announced its recom- 
mendations for overall trim size of publica- 
tions have been changed to 8lgxl1ll4 
inches, a departure from the committee's 
former recommendation of an 834x11% 
trim size 

The ¢ommittee’s present recommenda- 
tion is a direct result of the recent WPB 
order calling for a reduction in the use of 
printing paper. Several leading publishers 
had already adopted the new trim size, and 
it is the hope of NIAA that all publica 
tions will accept this new size as a war 

e standard 
Adoption of the new standard will also 
lp 
>d 


c 


h to conserve strategic metals. Page 
bleed plates can be supplied in dimensions 
{ 814x11Y inches with the new trim size 


e 


New Jersey Clinics 
Probe War Activities 


Deploring the use of ballyhoo in the 
torm of rallying slogans and other promo 
tions which do not spring from genuine 
and plant-wide enthusiasm, W. Ellison 
acting chief of staff, War Pro- 
Drive Headquarters, War Pro- 
duction Board, Washington, told the In 
Marketers of New Jersey last 
month that plant promotions are only suc- 
cesstul when they represent the joint de- 


Chal: ers, 


duction 


dustri il 


sire of both labor and management. Mr 
Chalmers was the feature speaker on the 
evening session of a series of war activities 
clinics held by the IMNJ on the afternoon 
and evening of Jan. 29. The sessions 


which were crowded to capacity dealt with 
war production drives, industrial training, 
labor relations, war bond sales, wartime 
advertising, and conservation and salvage 

How showmanship is being used to fur- 
various War promotion activities 
by appealing to the humanness of people 
was dramatically presented by Zenn Kauff- 
man, trade relations manager, Stagg-Finch 
Distillers Corporation. 

In the wartime advertising section, 
Ralph O. McGraw, editor, INDUSTRIAL 
MaRKETING, presented the Association of 


ther the 
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National Advertisers’ sound slidefilm de- 
picting the public reaction to meaningless 


advertising and illustrating how silly it 
appears when associated with the realities 

















Where are we Going? 


Paul Revere knew where he was 
going . . and why. The other pa- 
triots who rode that night knew too. 
Americans, today, know where they 
want to go. 


And so, symbolic of the Spirit of 
Freedom, Paul Revere rides on. 


But suppose his first call for help had 
gone unheeded! Suppose the men he 
roused had gone back to bed. And 
having slept on to the usual turn of 
the clock had each gone his separate 
way! 


Suppose those early Americans had 
said .. I have work of my own to do, 
and each had followed his own daily 
routine as usual. 


Perhaps, then, we would not have 
any freedom to fight for. Perhaps, 
then, the shot that was heard around 
the world, and is still echoing and re- 
echoing, would not have been fired. 
Perhaps, then, our Nation would not 
have developed the strength that has 
made it the envy of so large a part 
of the world. Perhaps, then, indus- 
try would not have the productive 
power to deal with those enemies. 


And perhaps . . . but why go on? 


The fact is that Paul Revere aroused 
a spirit of united action which, 


through cooperative effort, has be- 
come the bulwark of our National 
strength. 


Oh yes, there were men who kept 
aloof, and there were men who op- 
posed, and there were men who de- 
serted. But enough stout hearted 
soldiers; enough staunch and far- 
seeing civilians kept going, coopera- 
tively, until freedom was won. 


The growth and strength of our Na- 
tion need not be portrayed. But 
isn’t it logical to suppose that the 
kind of cooperation which has done 
so much for National strength can 
also do much for industrial strength. 
One doesn't have to suppose that, be- 
cause that is TRUE. 


And so we again invite you to join 
more closely with these engineering 
and industrial forces, and to share in 
the advantages your active participa- 
tion will bring you. 


The far-reaching cooperative endeav- 
ors of the A.S.M.E. are for the bene- 
fit of ALL industry, and therefore 
command the interest and activity 
of men high in industrial operations, 
in peacetime and in war time. 


So does the A.S.M.E. publication, 
MECHANICAL ENGINEERING. 





MECHANICAL ENGINEERING, Published Monthly by The American Society of Mechanical Engineers, 
29 West 39th Street, New York, N. Y., Midwest Office: 205 W. Wacker Drive, Chicago, III. 









































































Reaching more top executives 
of coal mining, coal selling 
and coal conveying concerns 
than any other coal trade 
publication. 


NEW YORK 
Whitehall Bldg. 
CHICAGO 
Manhattan Bldg. 





For over 50 years the leading 
journal of the coal industry 








< Each enjoy 
High Priority 
Ratings 
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COUNTY AGENTS 


HOME DEMONSTRATION AGENTS 
OTHER AGRICULTURAL LEADERS 
COMPLETELY REVISED UP-TO-DATE 


if your business is in the Agricultural field, 
you will find this accurate information very 
valuable. 28 years of Publication. Contains 
140 Pages. Price $5.00 postpaid. Just off the 
Press. ailing Now. 


COUNTY AGENTS DIRECTORY 


223 W. Jackson Blvd. Chicago, Ill. 














WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 

Las -Wacker Bidg. Ch } 

BUSINESS PAPERS ¢« FARM PA 
GENERAL MAGAZINES 


PERS 























Scene at the organization meeting of a group of industrial advertising men in the Buffalo 
district, which will become the Frontier Chapter of the” National Industrial Advertisers Asso- 
ciation. From the left are: Herbert V. Mercready, NIAA president; David E. Robeson, Batten 
Barton, Durstine & Osborn, Inc.; Lambert J. Wischerath, Buffalo Foundry & Machine Co.; 
Ward Stewart, Jr., Buffalo Convention Bureau; Geo. J. Steine, Barcalo Mfg. Co.; K. L. Duffes, 
Addison-Vars, Inc.; G. N. Abt, Barcalo Mfg. Co., vice-president; S. H. Ensinger, Remington 
Rand, Inc.; Melvin F. Hall, Melvin F. Hall Agency; Tyler Kay, Tyler Kay Co., Inc.; Gordon 


W. Campbell, publishers’ representative; Howard M. Robins, 


J. H. Williams & Co, 


president; A. J. Morgan, Buffalo Convention Bureau; Robert B. Warman, Warman & Co. 


of war when some of the copy is put into 
the mouths of Marines on Guadalcanal. 
Mr. McGraw emphasized the importance 
of continuing useful, factual product and 
service advertising, and opinion-forming 
copy where needed. W. E. Irish, editor, 
Industrial Equipment News, also made a 
forceful appeal for advertisers to utilize 
their advertising space as a war weapon 
to feed helpful information and data to 
production executives to aid them in turn- 
ing out more and better war equipment 
faster with which to back up the boys at 
the front. If it doesn’t do that, he as- 
serted, it isn’t worth publishing. 

Despite the ban on non-essenial driving 
and the worst snow storm in eight years, 
the sessions were attended by nearly 200 
persons, and the meeting was one of the 
most successful conferences put on by the 
New Jersey chapter 


Buffalo Industrial 
Advertisers Organize 


Industrial advertising and marketing 
men in the Buffalo area have formed an 
organization which has been admitted to 
membership in the National Industrial 
Advertisers Association for affiliation and 
will be known as the Niagara Frontier 
Chapter. A charter will be presented at 
a meeting this month. Howard M. Robins, 








Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 











New Industrial List Counts Now Ready 


McGraw-Hill Industrial Lists during the past twelve 
months have experienced a 60% 
names, titles and company connections of purchase- 
controlling industrial executives and technicians. 


This parallels the tremendous change within industry 
—fully three times normal. 
Graw-Hill lists are still the most accurate and com- 
prehensive available to industrial advertisers. 


More and more companies are finding it economical 
and advantageous to use this unique service rather 
than depend upon their own necessarily limited war- 
Newly revised counts of McGraw-Hill lists 
are now ready. Write today for your copy. 


time lists. 


McGraw-Hill Publishing Company, Inc. 


330 West 42nd Street 
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turnover in new 


It also explains why Mc- 


DIRECT MAIL DIVISION 





New York, New York 
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publicity manager, J. H. Williams & Co. 
has been elected president. 

Other officers are vice-president, G. N 
Abt, advertising manager, Barcalo Mfg 
Company; secretary-treasurer, Miss Gloria 
Ennes. Directors are David E. Robeson, 
Batten, Barton, Durstine & Osborn; G. 
W. Campbell, publishers’ representative: 
and Lambert J. Wischerath, advertising 
manager, Buffalo Foundry & Machine 
Company. 


Milwaukee To See 
Blood Donor Demonstration 


An actual demonstration of a blood 
donation will feature the March 11 meet: 
ing of the Milwaukee Association of 
Industrial Advertisers at which Van B 
Hooper, advertising manager, Louis Allis 
Company, will explain how he organized 
a blood donor program among workers 
in his company. A motion picture ex 
plaining blood transfusion also will be 
shown. The meeting will be open to all 
interested persons in the Milwaukee area 
and will include the Milwaukee Adver 
tising Club. 


Knisely Tells Rochester 
About Postwar Thinking 


Speaking on “Postwar Thinking” before 
the January meeting of the Central New 
York Industrial Advertisers Association, 
Rochester, Stanley A. Knisely, Associated 
Business Papers, emphasized the difficulties 
facing this country with respect to employ- 
ment and production. New enterprise 1s 
the only source of business expansion, he 
stated, indicating a surge of mechanical 
development as a result of war. 

The ability to knock out our enemies 
quickly is due entirely to superiority of our 
scientific and mechanical genius, all of 
which has its roots in free enterprise. It is 
his opinion that we should sell the merits 
of private enterprise right now. Gallup 
polls reveal that people now think govern 
ment planners have all the answers when 
the bald facts of the matter are that this 
country wouldn't be where it is without 
our present industrial system, he pointed 
out. 

Hube Canfield is chairman of the chap- 
ter's March 23 meeting, which will be a 
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Advertising in the welding field needs 
more than effectiveness —it needs 
concentrated effectiveness. With 
welding and its related processes 
used wherever there is metal and ma- 
chinery, advertising must be directed 
across every application to the men 
in charge of welding operations—the 
real welding buying power. 

























Exhibit of wartime advertising produced by members of Eastern Industrial Advertisers which | 
was displayed last month at the Production for Victory banquet of the Poor Richard Club, | 
Philadelphia, at which Donald M. Nelson was speaker. The material was arranged by the | 
EIA exhibit committee which produces similar displays for each meeting of the chapter. | 
The banner at the right lists the names of members of the Eastern Industrial Advertisers 


THE WELDING ENGINEER does this 
better than any other single medium. 
That is why it is frst among publica- 
tions for welding effectiveness. That 
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round-table discussion “a la Copy Chasers.” 


Distributor salesmen should be educated 


is why advertising concentrated in 
THE WELDING ENGINEER assures 
its effectiveness. For your benefit, 
the “why” of concentrated effec- 


his scussion oO vertising copy through plant visitations and picture pres- - ; : . 

for this discussion of advertising copy os lange Tried — § tiveness is given in our new bro- 
themes each member will submit a panel of entations of the manufacurers’ organiza- | ; 

. : . F —— chure. Write for your copy today. 
his company’s current advertising cam- tion and methods. Good sales literature 


paign, explaining the purpose, medias used, 


and a modern catalog should be provided 





and results achieved. Panels, including The questionnaire method of training e e 

three samples of each campaign, should be salesmen, with prizes for the best grades, The Welding Engineer 
mailed to Mr. Canfield, Room 215, 315 was advocated. Mr. Boyd said manufac —_—_—_—_—— a 
Alexander Street, Rochester, N. Y. The S06 So. Wabash Ave. Chicas. 


chapter announces a membership of forty- 
four at the present time. 


Philadelphia Considers 
Industrial Distributors 


The February program of the Eastern 
Industrial Advertisers, Philadelphia, was 
devoted to the theme: “How Advertising 
Can and Is Helping the Industrial Dis- 
tributor Now and After the War.” The 
distributor's viewpoint was presented by 
Vance Boyd, Standard Shannon Supply 
Company; John Wilkinson, industrial sales 
manager for the eastern district, Henry 
Disston Sons, Inc., explained the manu- 
facturer’s problems; and Robert N. Arndt, 
vice-president, John Falkner Arndt Com- 
pany, Inc., presented the modern concept 
f distributors’ relations. Mr. Arndt’s talk 
s reported at length elsewhere in this 
issue 
Mr. Boyd suggested that manufacturers 
hire men with both brains and initiative 
) contact their distributors. They should 
be capable of holding intelligent buyer and 
eller meetings for discussions con- 
cerning the products and sales psychology 


sales 
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turers should stop waving the flag in their 
advertising and do an educational job 
Good literature which properly identifies 
the distributor as its source should be pro- 
vided 

Mr. Wilkinson told how the Disston 
conservation program was worked through 
distributors. Over one million instruction 
cards have been distributed to some 40,000 
foremen. One distributor credits the plan 
with a million dollar increase in business 
last year. 

Advertisers desiring action war shots 
should apply to the War Department, Pic- 
torial Branch, Public Relations Office. 
Washington, the meeting was told by 
Capt. Mcllvain of the Philadelphia Ord- 
nance District. One reason why photog- 
raphers are being barred from war plants 
is they distract attention of the workers 
Those who want plant photographs should 
try to get what they need through the 
plant's own photographer, he suggested. 

A special feature of the meeting was 
the presentation of The Copy Chasers’ 
Industrial Advertising Man-of-the-Year 
Award to Theodore Marvin, advertising 
manager. Hercules Powder Company, by 
Ralph O. McGraw, editor, INDUSTRIAI 
MaRKETING (see page 94) 


Cleveland Marketers Have 
Victory Promotions Meet 


The Industrial Marketers of Cleveland 
Victory Promotions meeting Jan. 29, titled 
“Industrial Marketing's Second Front,” 
featured a 96-foot disnlay of local members’ 
efforts in the War Production drive: a 
shop man’s, production supervisor's, and 
works manager's impression of the ad man 
in the wartime picture; a surprise visit by 
four NIAA past presidents; a gift from the 


CHOOSE THE organization to USO from the sale of obso- 
LEADER IN =f lete printing plates; a new attendance mark 
HE BUSINESS [> of 230, and a talk by the father of Na- 


tional Victory Promotion work, Wilmer 
H. Cordes. 


Mr. Cordes, manager, sales promotion 
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AT HOME 


To Your Sales Story 





85% of SUPERVISION’S 
23,000 readers have their 
copies mailed to their home 
address. 













Your sales message in 
SUPERVISION gets the 
undivided attention of these 
Key Men of production 
management during their 
receptive, Jeisure time. 


SUPERVISION gets 
fast, profitable ACTION 
from that important group 
of men who are becoming 
increasingly difficult for 
your salesmen to reach. 
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Fortnightly 


TELEPHONE ENGINEER 


THE 


NATIONAL 
COVERAGE 
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ELECTRICAL BUYERS REFERENCE 
330 WEST 42ND STREET + NEW YORK, N. ¥. 





$14,000,000,000 


* is your best medium 
l K an to advertise to this 
(| y yearly industry. 
CHICAGO 
The biggest industry in 
the United States is the dairy industry and 
FLUID MILK makes up nearly 40% of it. 
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THE “MARTIN TECHNIQUE” 
OF CO-ORDINATING ADVERTIS- ¥ 
ING WITH SALES. CONSULT 


MARTIN ADVERTISING AGENCY 
171Y Madison Ave., New York. LE 2-7358 
Member Established 1923 





A.A. ALA 








CLEVELAND INDUSTRIAL PUBLICATION 
SALESMAN WANTED 
Industrial business pub ition ¢(monthly) 
having substar il performance records 
behind it and which is strategically et 
trenched directly in the path of post-war 
developments seeks rious-minded 
mstructive ind iggressi ve ulvertising 
space salesmar This man must have a 
proven unimpeachable record in indus- 
trial 1divertising generally Preferably 
he should be one who has previously 
sold space ind who has contacted ad 
vertisers and agencies in the area which 
includes greater Cleveland and adjacent 
territory Write, giving age, education 
experience and income range Box 230 
Industrial Marketing 30 6WW i2nd St 

New York, N. ¥ 











130 


A display of war production drive material was a feature of the Industrial Marketers of 
Cleveland's Victory Promotions meeting last month. This view shows the keen interest in the 
exhibit on part of one of the largest crowds ever to attend a regular IMC monthly meeting 


and advertising, American Steel and Wire 
Company, and Morgan Fenley, advertising 
manager, Eaton Mfg. Company, impressed 
the importance of Cleveland's strategic 
place in the Victory Promotions Plan 
Victory promotion and war production 
activities were discussed by L. H. Grutsch, 
works manager, Cleveland Tractor Com- 
pany: Edward Southworth, advertising 
manager, and C. H. Hubbard, production 
supervisor, Towmotor Company; J. E 
Craig, publicity chairman of the war pro- 
duction drive at Warner & Swasey Com- 
pany; and Edmund Thomas, Warner & 
Swasey, recent winner of a $1,000 War 
Bond award for a time-saving suggestion. 


Four past presidents of NIAA, S. A. 
Knisely, W. E. McFee, F. O. Nyse, and 
Keith J. Evans, who were in town acting 
in their capacity as part of the newly 


formed NIAA Advisory Research commit 
tee, attended the The chapter's 
Victory Promotion chairman, Steve C 
Brown, advertising manager, Cleveland 
Tractor Company, conducted the meeting 


session 


Niessen Made Milwaukee 
Industrial Ad Club Director 


The Milwaukee Association of Industrial 
Advertisers has appointed L. P. Niessen, 
Cutler-Hammer advertising manager, to its 
board of directors. He is also a member of 
The Milwaukee Advertising Club and the 
Army Ordnance Association. Mr. Niessen 
is a past president of the Milwaukee 
chapter 


New High for Peace Production 
Says Milwaukee Chapter Speaker 


Because the wants of human beings are 
insatiable, peacetime production after this 
war will reach an all-time high that will 
be greater than civilization has ever seen, 
in the opinion of Harry B. Hall, executive 
vice-president, Klau-Van Pietersom-Dunlap 
Associates, Milwaukee. Mr. Hall spoke on 
postwar planning last month before the 
Milwaukee Association of Industrial Ad 
vertisers 

There will be no economic collapse or 
depression following the war, he said, but 
the world will enter an era of social and 
economic progress never known before. 
The reason he gave for the terrific upsurge 
is that the world has to be rebuilt and men 
and machinery must produce goods that 
people throughout the world can buy at 
prices they can afford to pay. Low cost 
products will have first call on postwar 
markets, he stated. 


“Make your market surveys now,” he 
advised. “Determine what your channels 
of distribution are likely to be, what kind 
and how many salesmen you will need, 
what kind of advertising you will use 
Get these things down on paper as com- 
plete as possible, ready to haul out and 
put people to work before the whistles 
stop blowing on Armistice day.” 


Boston Chapter Hears Story 
Of Worcester Public Relations 


Details of the Public Relations Plan de 
veloped by the Chamber of Commerce of 
Worcester, Mass., to promote good will 
toward Worcester industry on the part of 
the public and to increase the pride and 
interest of workers in their organization 
and city were described by John A. Too- 
mey, director of Worcester’s Committee on 
Business Information at the meeting of the 
Technical Advertising Association, Boston, 
last month. 

The Worcester Plan, according to Mr 
Toomey, employs four methods—weekly 
newspaper articles and a weekly radio show 
publicizing the doings of Worcester indus- 
tries; movies taken in plants and shown at 
various public gatherings and in schools; 
and personally conducted tours arranged 
to take groups from prominent business 
and social organizations through plants in 
the city. All incurred are met by 


costs 


Worcester’s industries 
This project has been rated by the U.S 





Boy Scout Dick Fintze presents a check to 
President Ernest C. Roberts, Industrial Mar- 
keters of Cleveland, covering money re- 
ceived from the sale of obsolete printing 
plates in which the IMC and Scouts co- 
Sperated. The money was donated to USO 
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Cha ber of Commerce and the National 
Association of Manufacturers as the out- 
stanuing job of its type in the entire 


country 
M:. Toomey emphasized the fostering 
of better relations between employers and 
yes by the use of house organs, em- 
ploy: handbooks, a genuine personal in- 


teres n the part of the employers in the 
pers | and family welfare of employes 
as e nced by individual contacts, pres- 
ence group meetings, and dissemination 
of morale-building information through 
fore! He defined public relations as 
the p otion of better understanding be 
tween business men, industry, industrial 
employes, and the general public 


New Jersey Publishes 
Annua! Record 


report to members which 
rves as a record of the 


chievements has been inaugurated 


also associa- 


tion s 


by Industrial Marketers of New Jersey 
The 1941-42 book consists of sixteen 
pages and cover, SYyx8Y inches in 
size The contents review the activities 
» of the year in text and pictures, includ 


the chaper officers and NIAA presi- 
nt d past president as well. The 
roster and constitution and 
included. The booklet not 
nly serves as a history of the organiza- 
useful in interesting new 


but is 





issociation has also rented per 
and equipped it to 
meeting place for committees 
ind a place for maintaining records, sup 


plies and equipment 


} 


manent eadquarters 


provide a 


m Chevalier Talks on War 


and Postwar Planning 


How much and how fast are the new 

yardsticks for American business 
n dealing with its one big customer, Uncle 
Sam, Col. Willard Chevalier, publisher, 
Business Week, told the Chicago Indus 


trial Advertisers Association last month in 
n address on “War Is Our Business.” 
Whereas advertising has always been 
d to business as a tool for getting more 
isiness and at lower cost, today it tells 
people why they shouldn't or can’t buy 
ind why not to buy, he explained in point 
ing out that advertising is still working 
for the interest of the American people 
Advertising is a line of communicaion be 
tween groups of people and is finding 
many valuable uses today in helping to 
promote the war effort 

If American business does not do some 
then the government 


postwar planning, 


a will do it, as there would be too great a 


hock to go on as before after the war, 
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the colonel warned. The approach to the 
problem, he advised, is three-fold: (1) 
planning overall economy; (2) industry 
planning; and (3) individual company 
planning. While it takes production to 
win a war, it takes earning power to pay 
for it and the ability to earn revenue is 
not in the size of a company, but in its 
organization. This is going to call for 
some revisions in management in the post- 
war era because the young men in indus- 
try today, due to the war, are not pri- 
marily profit or cost conscious. Only if 
we can pay for the war, cautioned the 
speaker, will the country remain solvent 
and the peace be won, and thus preserve 
the integrity of American business. 


Members’ Work Featured 
At Philadelphia Meetings 


One of the outstanding 
Graham’ Rohrer, Baldwin Locomotive 
Works, instituted this season when he 
became president of the Eastern Industrial 
Advertisers, Philadelphia, was the crea 
tion of an exhibits committee to function 
at all regular monthly meetings. The 
committee, headed by Harry W. Smith, 
Selas Company, has been having from 
four to a dozen display panels around 
the room each meeting night. The mate 
rial shown on the panels has been adver 
tisements, catalogs, mailing pieces and 
posters that tied in with the general theme 
of the programs. Prior to the main 
speaker's talk, a representative of the 
exhibits committee speaks for about 
fifteen minutes and explains the purposes 
and results of the material displayed 
This has provided an excellent oppor 
tunity for those present to get a first 
hand picture of what other firms are 
doing to meet wartime advertising prob- 
lems 


innovations, 


New Products Research Account 
The Products Research Company, Stam- 
ford, Conn., has been appointed to handle 
advertising and sales promotion for Ship- 
mate marine ranges of The Stamford 
Foundry Company. Richard B. Edwards 


is account executive 


Stuart Editor Electrical Contracting 


William T. Stuart has been appointed 
editor of Electrical Contracting. In 1937 
Mr. Stuart became midwest editor of that 
publication in Chicago. He was trans 
ferred to New York as managing editor 
in 1941 following the death of Earl 
Whitehorne, editor 


Kysor at Griswold-Eshleman 


The Griswold- Eshleman Company, 
Cleveland, has appointed James D. Kysor, 
former Detroit advertising executive, as 
manager of its research and media depart- 
ment. He served for ten years as space 
buyer at Campbell-Ewald before joining 
The Griswold-Eshleman Company. 


Directs Strom, Wittek Accounts 


The Advertising Corporation, Chicago, 
has been appointed to direct advertising 
for Strom Steel Ball Company and Wittek 
Mfg. Company, Chicago 


Ralph Hanes Promoted 
Ralph N. Hanes has 


from assistant to sales promotion man- 
ager, Mechanical Goods Division, United 
States Rubber Company, New York. He 
succeeds Fred H. Pinkerton, who resigned 
last summer to join Schenley Distillers 
Corporation. 


been advanced 
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CAN YOUR PRODUCTS 
Help Speed Production of 
MOTOR TORPEDO BOATS 


Or Subchasers, or Minesweepers, 
or Tank and Troop Landing Boats 
or Others ? 


Votor Torpedo Boat, one of many types of 


Navy, Army and Coast Guard craft—the 
43 models of the Yachting Industry 
INVESTIGATE 


Send for a sample copy of YACHTING so 
that you can visualize your products helping 


to speed production of these ships. Address 

Carl Kappes, Advertising Manager. 
ING, 

205 EAST 42ND STREET NEW YORK 


A HIGH PRIORITY WARTIME MARKET 
WITH AN ASSURED PEACETIME FUTURE 











DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Useful information compiled by publishers and others, which can be secured 
without cost through "Industrial Marketing" or direct from the publishers 





Middle America and the United 
States. 

This folder highlights the Middle 
American situation and its relation- 
ship to the United States and explains 
a new information service set up by 
the Middle America Information Bu- 
reau conducted by United Fruit Com- 
pany. 


§ 94. 


595. Getting it Specified in 1943-44- 
45. 

This booklet explains the position 
of the design executive in relation to 
the design of war machines, redesign 
of essential civilian machines, and the 
planning for after the victory. Pub- 
lished by Machine Design. 


§96. Inter-Industry. 

A monthly publication presenting 
selected information about trends in 
industry and new activities of special 
significance. Published by Swee?’s 
Catalog Service. 

W hat Do 


Absenteeism: to 


About It. 
An analysis of the 
problem and suggestions for correct- 
ing it. Reprinted from Business 


Week. 


§ 97. 


absenteeism 


Defense Won’t Win the War 
or Markets Either! 

A brochure presenting a graphic 
analysis of wartime advertising and 
objectives; illustrated with 
studies. Prepared by James Thomas 
Chirurg Company. 


598. 


its case 


599. Drilling. 

This folder gives a breakdown of 
the drilling division of the petroleum 
industry and discusses its buying fac- 
tors and practices. Issued by The Oil 
and Gas Journal. 


600. Refining Ex penditure—1943. 

The first pages of this 
thirty-two page booklet present mar- 
ket information on the _ petroleum 
refining industry including scope of 
operations, location of activity, buy- 
ing practices, estimated expenditures 
for 1943, developments brought about 
by the war and a discussion of what 
the close of the war will mean to 
this industry. Published by Petroleum 
Refiner. 


sixteen 


me 


601. Cataloging to Serve Your Oi 
Country Customers in 1943-44, 
A thirty-six page booklet on the 
subject of cataloging for the drilling, 
producing, and pipeline industry pre.) 
senting information on the nature of 
the cataloging problem in this indus- 
try, location and extent of shift and 
changes in buying and specifying) 
personnel, suggestions as to type of= 
information the catalog should con. 
tain and other data on the problem 
of adequate cataloging for this divieg 
sion of the oil industry. Published by® 
The Composite Catalog of Oil Field 
and Pipe Line Equipment. 


R 


602. Advertising in A Total War. 

Another of the Collier’s series of 
brochures presenting the case of wat 
time advertising. It serves as a handy” 
review of general media advertising 
with a war slant. 
Advertisers Rate and Dale 

Guide. 

This handbook presents circulation 
and rate information of selected mage 
azines, business papers, newspapet% 
radio stations, and other general aé 
vertising media. Published by E. Bh 


Brown Advertising Agency. 


603. 


575. Posters Used by American Indut 
tries as War Production Incem 
tives. 

A forty-eight-page brochure repre 
ducing selections of posters used 
various Companies to increase produt- 
tion, urge care of tools, curb loo 
talk, discourage absenteeism, and sé 
War Stamps and Bonds. Produced Bf 
5. D. Warren Company. 

576. 1943 Building Market and 
Magazine Values. 

An analysis of the war market, the 
V-day market, and the postwar mat- 
ket in the building and construction 
field and the relation of architects 
and engineers to them. Published by 
Architectural Record. 


§77. Wartime Market Selector. 

A sliderule-type chart that breaks 
down the metal working industry by 
twenty different manufacturing oP 
erations and analyzes them by capital 
ization and number of employes, cof 
rected up to date. Compiled by Ste¢h 
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The electrifying news of the rendezvous at Casablanca gave the press 
the headline of the year. It was many-sided business news, too... as 
each of 4 Business Week editors evaluated it for management-men. The 
Editor called on the special skills and experience of the Foreign, War Pro- 
duction and Washington staff men for their points of view which when 
fused gave management-men a clear interpretation of the event... in 


relation to their own varied problems, their own responsibilities. 


Five BW editors took hold of Byrnes’ orders on a 48-hour week for labor, 
as that news rushed over our wires before his broadcast. Five specialists 
looked beyond its surface news interest and a few days later reported to 
management-men its important implications in terms of manpower, infla- 
tion, tax policy, and future political maneuverings .. . news upon which 


important business decisions for the future will be based. 


This analysis of not one side but all sides of a piece of news, in terms of 


business impact and significance, is characteristic of Business Week. 


You'll find that Business Week news stories are 
short in words . . . but long in usefulness. 





THE INDUSTRIAL DISTRIBUTOR 
a1 ON PRODUCTION ST. 


knows THE BUYERS 








Production St. is in every important industrial area. On 
it are the busy plants. Because the industrial distributor 
serves these plants daily, he has the up-to-the minute 
knowledge of buying conditions. 


Through these distributors, MILL & FACTORY keeps 
its circulation among industrial buying factors up to date, 
in spite of today’s great turnover in industrial personnel! 
Its unique controlled-paid circulation method insures that 
your product information in its advertising pages will 
reach the right plants every month. 


Day-to-Day Contact 
There isn’t another sales force in the country that can 
keep such close track of current industrial buying 
factors as the men who allocate MILL & FACTORY 
subscriptions! 


MILL & FACTORY ’s “spotters” are the 1200 sales- 
men of leading industrial distributors in every war-pro- 
duction area. They’re in the busy plants constantly... 


know every personnel shift, every pending order. What’s 
more... They direct MILL & FACTORY ’s circulation 





to the very men who buy... Pay for every subscription 
... Keep lists up to date. 
Complete Coverage 


Tell the “know how” facts about your products iff 
MILL & FACTORY and you'll reach 28,000 key 
men every month, without “deadheads” or “absentee” 
circulation. 

Conover-Mast Corporation, 205 E. 42nd St., New 
York; 333 N. Michigan Ave., Chicago; Leader Bldg. 
Cleveland; Duncan A. Scott, West Coast Representa 
tives, San Francisco, Los Angeles. 


MILL‘ FACTORY 
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